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Decision Is 5-4... 
‘Times-Picayune 
Wins High Court 
Unit Rate Case 


But Court Indicates 
Unit Rates Might Be 
Illegal in Some Cases 


WASHINGTON, May 26—By a 5-4 
decision, the Supreme Court yes- 
terday upheld 
“forced combination” or 
rates which require advertisers 
who use the New Orleans Times- 
Picayune to buy space in the New 
Orleans States. 


Justice Tom Clark, warned that 
the court has not determined “that 
unit advertising arrangements are 
lawful in other circumstances,” the 


court’s 32-page decision covered a/| 
broad area and appeared to indi-| 
cate that illegal unit rates will be} 


the exception rather than the rule. 


# Since unit (combination) rates 
are used by at least 180 newspa- 
per publishing organizations, the 
Times-Picayune case has been fol- 
lowed with great interest by ad- 
vertisers, publishers and compet- 
ing media. 


A group of 98 newspaper pub-| 


lishers, who intervened as “friends 
of the court,” warned that a ver- 
dict against the Times-Picayune 
would require a drastic change in 
newspaper rate policies. 

With the court divided 5-4, of- 
ficials of the anti-trust division of 
the Department ef Justice were 
studying today’s decision to deter- 
mine the possibility of further 
tests. Of special imvortance is the 
impact of today’s decision on the 
indictment which has already been 
issued charging that the Kansas 

(Continued on Page 42) 
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THE GIFT SUPREME—The June 22 issue of 
Life will carry this color page for Kelling 
| Nut Co., Chicago, which maintains Double 


stores throughout the country. It is the 
| first ad in a new series to boost Kelling’s 
| Gift Supreme assortment. Christiansen 
| Advertising Agency, Chicago, has the 
account. 


Station Reps Have 
New Way to Figure 


| Kay nut shops in drug and department 
While the majority opinion, by | : a y 4 


Sarnoff Smoothes 
Ruffled Feathers 
of TV Affiliates 


New York, May 29—Chalk up a 
victory for Brig. Gen. David Sarn- 
off. 

The dynamic RCA-NBC board 
chairman, who met disgruntled 
NBC-TV affiliates this week, won 
his battle. 

Led by Walter J. Damm of 
WTMJ-TV, Milwaukee, the station 
men came to town to discuss their 
problems with the network’s big 
brass at a time when rumors of 
dissension in NBC’s family were 
rampant. WTAR, which operates 
Norfolk’s only TV station, had just 
switched its allegiance from NBC 
to CBS. The smart money boys 
were sure that other important 
video monopoly stations would do 
likewise. 

The affiliates were disturbed by 
NBC’s lack of aggressiveness in 
selling daytime television, and 
they wanted a better deal on the 
‘number of “free hours” stations 
give to the network. 
| Charles C. Barry, NBC v.p., told 
ithe affiliates that $3,500,000 has 
been budgeted for new weekday 
/morning shows to include “Hawk- 
jins Falls,” “The Bennett Story,” 
|'which is a new Chicago produc- 


Supermarkets Need Pretty Hostesses, 


NOW 1550 EACH 


FOR YOUR OLD TIRES, SIZE 6.70/15 


Save Non 2 | Save*22 on « 


THE GRMUIE AND ORIGBUA 4. 2. TIRES 
GETTER THAR EVER 
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CLEAR?—Type talks, a bit unclearly, in 


ing a $5.50 trade-in on old tires. 


Senate Unit Votes 


Funds for Censuses 
WASHINGTON, May 28—The 


newspaper ads for U.S. Royal tires offer- 


Better Ads, Institute Members Told 


CLEVELAND, May 27—Sleeker, 
bigger supermarkets and the ad- 
dition of some mighty pretty 
items—hostesses—are in prospect 
for patrons of the giants of the 
grocery industry. 

The supers will get themselves 
some handsomer and more artic- 
ulate advertising, too, if they take 
the advice given here by advertis- 
ing experts at the 16th annual con- 
vention of the Super Market 
| Institute. 

The institute’s research depart- 
ment reported that the husky sup- 
ers are to grow still huskier— 
with member stores spending a 
|} combined $192,000,000 in the com- 
|ing year on building and remodel- 
ing their stores. 
| At the start of 1953, one in every 
| five supermarkets was brand new, 
and 1953 plans call for a high rate 
fa expansion. 


/'# The mammoth exhibit halls of 
|Cleveland Auditorium presented 
‘the same Bagdad as at previous 
|SMI meetings. Operators and their 
wives hiked footsore past 557 ex- 
|hibits, stuffing shopping bags with 


Average Audiences |tion starting July 6, and two dra- 


New York, May 28—The Station | mas to start Aug. 2. 
Representatives Assn. has come up | 
_with a formula for projecting radio) # Another newcomer will be 
station ratings to circulation which | “Glamour Girl,” with willing sub- 


|it hopes will become standard in| jects getting a chance to be glam- 


'the industry—at least until some- | orized by the country’s top beauti- 

|body comes along with a better cians and fashion experts. Starting 

one. date for this 30-minute telecast is 
The technique was designed to|July 6. 

give radio a fuller count than the | 

methods now used by time buyers; free hours of commercial network 

and stations to project home city/|time a station must carry monthly 


Complaint No. 2—the amount of | 


Senate appropriations committee 8iveaways. They gathered lotions, 
today voted to restore funds for W@X, candy, toothpaste and other 
Censuses of Business and Manu-|™anna, and were treated to free 
factures covering 1953. The com- beer, soft drinks, shrimp and steak 
mittee also voted funds for pre- | S4ndwiches. 
paration of a Census of Agricul-| I” addition, 100 drawings gave 
ture which would be taken in the | #W4Y solid souvenirs, including a 
fall of 1954. | Packard, to the luckiest of the 
The committee’s action was in | 12,000 convention-goers. 
response to protests from business} Decorative models along the 
groups which poured in after the | aisles gave a preview—except for 


station audience. The association’s 


‘of John Blair & Co. 


| Gen. Sarnoff personally tackled 


|plained that the company’s pres- 


| House voted to eliminate the cen- 
|sus programs from the Depart- 


and county ratings to the entire’ —-was taken up in closed sessions., ment of Commerce budget. 


Secretary of Commerce Sinclair 


formula was worked out by a com-|the job of squelching rumors of| Weeks sent a special letter to the 
mittee, headed by Ward Dorrell! top level changes at NBC. He ex-|committee pointing out that the 


‘elimination of the censuses was a 


| Others in the group are John|ident, Frank White, who needed a| matter of concern to market plan- 


| (Continued on Page 4) 


Selling Battle ina 


Occupies ‘Tribune’ 


Cuicaco, May 27—‘“American 
business is approaching a period 
in which there will be more goods 
than customers, in which the em- 
phasis will be on getting orders 
rather than filling them, in which 
the salesman and the adman will 
be called upon more than in the 
past 10 to 15 years to sell the 
goods they handle.” 

No one business man at the 
Chicago Tribune’s fourth annual 
Distribution and Advertising Fo- 
rum yesterday and today was re- 
sponsible for that statement. But 
nearly every one of them ex- 
pressed some part of it, and to 
one watching all three panel ses- 
sions it appeared to be the over- 
riding concern of this year’s fo- 
rum. 


s Support for this was found in 
the topics covered by the panels, 
each of which covered some aspect 
of the problem of selling. The first | 


Buyers Market 
Forum Panelists 


group of panelists discussed the 
problem of picking a selling theme 
for a product; the second went into 
the establishment of that com- 
promise between selling effective- 


ness and financial solvency—the | 


advertising budget; and the third 
group took in the whole selling 
question with a _ general (and 
somewhat worried) appraisal of 
the self-service “marketing revo- 
lution.” 


s The selling theme panel discus- 
sion revolved around two things: 
the need for more knowledge of 
consumer motivations as a clue to 
themes that really hit people, and, 
in the meantime, the value of 
product “newness” as the chief 
ingredient in selling themes. 

The panel was composed of 
Fairfax M. Cone, president of 
Foote, Cone & Belding; Samuel C. 
Gale, v.p. and director of adver- 

(Continued on Page 61) 


| with the British queen.” 

| The affiliates also heard that 
| NBC is still hard at work on com- 
patible color TV systems and that 
established sponsored programs 
now on the schedule will get the 
first crack at color when the FCC’s 
standards are decided. 


# John K. Herbert, v.p. in charge 

of the networks division, an- 

nounced that NBC-TV had signed 
(Continued on Page 8) 


Carter, Adam J. Young Jr. Inc.;| rest, had gone to London to “flirt | ning and national defense. 


. The Senate committee’s action 
must still be approved by the full 
Senate. The Senate is expected to 
take up the bill next week. 

The most difficult test 
come, however, when representa- 
tives of the Senate meet secretly 
with members of the House to iron 
out the differences between the 
census budgets 
House and the budget finally ap- 
proved by the Senate. 


Last Minute News Flashes 
Union Oil Follows Smock from FC&B to Y&R 


Los ANGELES, May 29—The $2,000,000 Union Oil Co. of California 
account has been shifted from Foote, Cone & Belding to Young & Rubi- 
cam, effective immediately, although commitments through FC&B will 
run until about Oct. 1. Jack Smock, v.p. in charge of the Y&R office 
here since January, previously was an FC&B v.p., in charge of the 


Union Oil account. 


Shaver Named President of Food-O-Mat Corp. 


New YorK, May 29—Carl W. 


Shaver, formerly assistant to the 


president and director of public relations for Grand Union Co., has 
been named president of that company’s subsidiary, Food-O-Mat Corp. 
Food-O-Mat makes and sells product display and distributing equip- 


ment for use in supermarkets. 


Ideal Publishing Promotes 


Noone to V.P. 


New York, May 29—John F. Noone, advertising director of the Ideal 
Women’s Group, has been elected a v.p. of Ideal Publishing Corp. - 


(Additional News Flashes on Page 65) 


will | 


their Rockette attire—of the fetch- 
ing hospitality weary husbands 
‘may find in supermarkets some 
day. 

Customers need help in finding 
certain items and in learning how 
best to prepare them for the ta- 
ble—this is where operators expect 
|'the hostess to come in. It is not 
| enough, the operators are saying, 
to provide huge stores, shelves 
upon shelves of merchandise and 
pushcarts. The personal element is 
needed, as in the old-time grocery, 
and that personnel can be pretty. 

Hostesses are already on the job 
in some stores in New England and 
on the West Coast. They may soon 
appear elsewhere. 


passed by the) 


= More immediate, the super- 
marketers said, are their problems’ 
of labor costs, how far and how 
much to expand, and locating, 
‘training and holding employes. 

Food freezer plans are not the 
threat to supermarkets that they 
were a year ago, according to con- 
vention opinion. The problem was 
not even a part of the official pro- 
gram. 

“The appliance dealers murdered 
themselves,” Alan R. Klompus, 
Fairfax Food Town, Washington, 
told AA. 

“False advertising and claims 
that could not be substantiated 
finished the food freezer fellows,” 
he said. 

Mr. Klompus is recognized as a 
man who learned about food 
freezer plans from the inside. Two 
years ago, when the idea was 
dawning on the West Coast, Mr. 
Klompus got his firm in on the 

(Continued on Page 64) 
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Roaming U. S.; 1953 Is Test Year 


Popular Imports Facing 
Growing Competition in 
U. S. Automobile Market 


By John B. Manning 


New York, May 28—This is the 
make-or-break year for foreign 
cars in the U. S. 

More Americans bought foreign 
cars last year than ever before. 
The 29,335 autos of foreign manu- 
facture which were registered last 
year is a drop in the bucket of the 
huge output of Detroit. But in styl- 
ing and performance standards, 
they have made an impression on 
the auto-buying public way out of 
proportion to their numerical im- 
portance. 

The question is: Will the trend 
to foreign cars continue? 

The answer may be yes, if—if 
the foreign cars can hold up in a 
truly competitive automobile mar- 
ket. For seven years, auto dealers 
and buyers have been in highly 
unusual circumstances, and some 
foreign cars were sold to people 
who couldn’t buy—or wouldn’t 
wait for—a Ford or Chevrolet. 


s The impact of the foreign car is 
already evident, both in the num- 
ber rolling on the boulevards, and 
in its effect on Detroit styling. Two 
U. S. auto makers have embraced 
the foreign influence—Nash and 
Studebaker. Several American 
manufacturers have sports cars, or 
special models, in the works or in 
production stages. 

Domestic cars are cutting prices. 
Dealers are speaking to customers. 
“Extras” are disappearing. Demon- 
strations are back. Can the foreign 
cars stand the gaff? This is the 
year to find out. 

Some foreign cars are quite 
cheap. They seem to have little 
fear from U. S. competition, but 


More Low-Slung Foreign Cars Are 


} 


POPULAR—Austin Motor Co. ran this ad in 

Automotive News inviting applicants for 

new dealer franchises and pointing up the 

increase in U. S. sales during 1952 when 

4,804 cars were sold. Austin’s biggest year 

was 1948 when 8,610 curs were sold in 
the U. S. 


higher-price imports may have 
tough-sledding price-wise. 


# A survey by The New Yorker 
shows that imported cars ac- 
counted for less than 1% of the 
total U. S. passenger car registra- 
tions in 1952. 

Total sales for imported cars in 
the U. S., however, jumped from 
20,828 in 1951 to 29,335 a year 
later, a gain of 40%. In fact, with 
the exception of 1949, imported 
cars have registered gains in each 
year since their arrival in 1948, 
when 15,422 cars were sold. This 
dipped to 11,858 a year later, due 
in part to the increased production 
of all U. S. car manufacturers, es- 
pecially those in the low-price 
field. 

In 1950, imported sales reached 

(Continued on Page 46) 


Depth Study Shows ‘Better Homes’ Is Read 
for Ostentation, Fantasy, Practicality 


Des Mornes, May 26—Not satis- | 
fied with having statistics on its 
readers’ buying habits and inter-| 
ests only, Better Homes & Gardens 
decided to probe into people’s mo-, 
tives for reading the magazine. | 

As a result, the publication has 


in the activities.” 


e The most striking thing for most 
of the readers is the color. 

One reader said, “The colors in 
Better Homes & Gardens are sim- 
ply beautiful; [they give] you a 


|recommendation for Mercantile’s 


|| current trend of the largest banks 
||in the country is toward greater 
| | emphasis 
|| Bankers are paying increased at- 


Ten KrupnickExecs _ 
Made 30-City Survey | 


to Bid for Account 


St. Louis, May 26—Behind the 
story of Krupnick & Associates’ 
getting Mercantile Trust Co.’s ac- 
count (AA, May 25) lies the tale 
of an extensive survey on banking 
made by ten Krupnick executives. 

These agency men visited lead- 
ing banks in more than 30 cities 
earlier in the year. What they 
found out went into a 100,000-word 


advertising and public relations. 

The survey team concluded that 
only about 20% of the nation’s 
banks are doing a good advertis- 
ing job, with far less doing a good 
selling job. 


® The survey disclosed that the 


on “retail” banking. 
tention to the small depositor and 
borrower. 

With the agency’s report in hand, 
the bank has appropriated the lar- 
gest advertising budget in its 
history to promote its services both 
locally and nationally. 

Tentative plans call for maga- 
zines, trade publications, news- 
papers, radio, television, outdoor 
and direct mail. 

The Mercantile bank is a recent 
consolidation of Mercantile Com- 
merce Bank & Trust Co. and Miss- 
issippi Valley Trust Co., with com-} 
bined resources in excess of| 
$600,000,000. 

Henry Whiteside, v.p. of Gard- 
ner Advertising Co., St. Louis, has 
resigned from that organization | 
and will shortly join Mercantile 
Trust as director of advertising 
and personnel. 


West Coast Airline 


Woos Automobilists 


SEATTLE, May 26—West Coast- | 
Empire Airlines, which serves the | 
three Pacific Northwest states— 
Washington, Oregon and Idaho— 
has decided it must snatch extra) 
business from the highways rather 
than from trains, buses or other | 
airlines. 

The airline, which derives most 
of its revenue from short hauls, | 
has started a campaign to get 
people to use their planes rather 
than an automobile for travel. 

Ads for newspapers, radio, tele- 


That Sdenees 
Chess Problem 
Was No Cinch 


New York, May 26—When Juli- 
an Koenig, copywriter at Ellington 
& Co., dreamed up a chess prob- 
lem ad for Celanese Corp. in The 
New Yorker (and _ reproduced 
here) the account supervisor bet 
$10 that replies would be negligi- 
ble. After all, he said, how many 
chess players are there? And how. : Lapp se a 
many of them read The New York-| #2275255 S27) S secre 
er? | paar Cc. “Set , 
But 24 hours after the ad’s ap-| 1 a 
pearance, some 600 letters were de-| says was calculated to appeal to 
livered. A few days later the total chess neophyte and veteran alike, 
had swelled to upwards of 2,000.| is one where the experienced play- 
The replies came from all over, in-| er is likely to find himself falling 
cluding solutions from a Harvard| into a trap. 
student who signed the names of Basically, the correct answer, 
six other undergrads. supplied by Ellington (in case 

there are any beefs), is: 
# Of the 2,000 letters only about 1 Kt-KB8, KxKt 
100 came up with the right answer. 2 BxQP, P-K3 (or K4) 
The problem, which Ellington 3 B-KB6 (or BxP) mate. 


Where Are the ‘Pro’s of Yesteryear 
in Advertising, Heilbroner Wonders 


New York, May 28—A “de- 
votee” of the advertising business 
harks back to the good old days 
in a story in the June issue of 
Harper’s Magazine, out next week, 
titled “Where are the ads of yes- 
teryear?”’ 

Robert L. Heilbroner, free lance 
author, has a bone to pick with 
the trade: “I don’t think advertis- 
ing packs the wallop it used to... 
I have a feeling that advertising 
doesn’t come at you the way it 
once did—that it doesn’t take you 
by the lapels, back you into a 
corner, and leave you stupefied, 
glazed, and as pantingly acquisi- 
| tive as it did in the good old days.” 


Haw to move bedltiantiy 
@ in Celanese” Avetate 
= . oi teas te: aan care teal teak 
ae. tar & eash nerve 
ad 


Harold Webber 


'@ In his reminiscence, Mr. Heil- 
broner refers to famous ads such 
as the ones for Tecla Pearls, and 
Hamilton watches (To Peggy— 
/with Love) and headlines like 


Manager of FC&B’s 
s } _“They laughed when I sat down at 
Chicago Operations the piano, but when I sadted re 


Cuicaco, May 27—Harold H.| play!” and “Again she orders—a 
Webber, with Foote, Cone & Beld- | chicken salad, please.” 
ing since 1941, has been appointed) “Do you want to know what all 
to the newly created position Of these ads had? One thing. A love 


Hal Webber Named 


unearthed some interesting atti- real feeling for what the thing is 
tudes in its unusual study, mainly jixe, brings it to life. Sometimes 
that the magazine is read because | you feel as if you could just pick 


“Road Weary?” Some of 


it provides “an excursion into fan-| 
tasy,” because it is practical and. 
because it fulfills a desire for os-| 
tentation. 

Social Research Inc. of Chicago) 
handled the study. It was made 
among 200 randomly selected sub- | 
scriber families in the Chicago 
area. While the magazine’s re-| 
search staff admits this is a limited | 
sample, they insist it is adequate 
for this kind of study. Depth inter-| 


views and extensive projective). 


techniques were used. | 


# Two major social groups, rep- 


resenting 80% of the population, , 


are included in the sample: the up- 


per middle class, primarily profes- | 


sional workers, officials, propri- 
etors and their families, and the 
middle majority, made up of cleri- 
cal and _ white-collar workers, 
salesmen, draftsmen and some 


foremen and small business pro-| 


prietors. 


Of the fantasy satisfaction, the | 


survey says, it was found that it 
often pays off in action at a later 
date. It is this possibility which 
“justifies the reader’s pleasure to 
a great extent.” 

The fantasy centers on the illus- 
trations. The reader “likes to think 
about being in the places shown, 


owning the articles and engaging 


that flower right out of the garden 
or start eating a piece of cake they 
show.” 

While the housewife feels that 
by the code of her world she should 
not indulge so much in window- 
shopping or reading features on 
outdoor rooms, play spaces and 
shopping guides, she assures her- 


(Continued on Page 6) 


trasting a bedraggled motorist be-| of the agency, will manage this 
hind the wheel and a plane pas-| city’s largest agency organization. 
senger resting comfortably. Mr. Webber left A. C. Nielsen | 
Copy goes on to ask, “Why waste Co. in 1941 to become account re- | 
valuable time fighting traffic and| search supervisor of FC&B here. | 
long weary road miles?” He was named director of research | 
‘the following year. In 1944 he be-| 

® This is the second major drive came a v.p. and national director | 
since West Coast merged with Em- of research. 
pire Airlines last fall. The cam-| Mr. Webber worked in the agen- | 
paign at the time of the merger|cy’s New York office from 1945) 
concentrated on a route-map for) to 1948 as v.p. and director of me-. 
the airline and a Paul Bunyan dia and research, returning to the) 
trade character with the tagline! Chicago office in 48 to be v.p. in’ 
“Serving Paul Bunyan’s Empire.” | charge of marketing, media and) 
The company reports this cam- research. Last October he became 
paign paid off with a 12% increase a member of the Chicago office) 
of public recognition of the route plans group. 
covered within three months. | Mr. Webber is chairman of the 
The map and trade character are central council board of governors 
incorporated in some of the ads of the American Assn. of Advertis- 


ESSENTIAL—The Advertising Trades Insti- 

tute knows it’s essential to have a pretty 

_ girl around when a trade show is going on. 

Actress Denise Darcel gets the title of Miss 

Advertising Essentials to reign at the 

institute's Advertising Essentials Show in 
New. York, June 9 and 10. 


| in the latest campaign. ing Agencies. 
Wallace Mackay Co., Seattle, is 


the agency. 

awrence E. Kelley, formerly an 
Carroll Heads ANA Group Pc executive with West-Mar- 
| Albert Carroll, advertising man- quis, Los Angeles, has joined the 
ager of Merck & Co., Rahway, N. Minneapolis office of Erwin, Wasey 
'J., pharmaceuticals manufacturer, & Co. as an account executive and 
/has been elected chairman of the public relations consultant. 


| chemical group of the Assn. of Na- 
Moran to WGGA, Gainesville 


tional Advertisers. 
Robert O. Moran, formerly gen- 
Moran Heads Promotion eral manager of WELP, Easley, 


Jack Moran, sports editor of the S. C., has been appointed general 


Kelley Joins Erwin, Wasey 


Daily News, Bangor, Me., has been manager of WGGA, Gainesville, 


| promoted to promotion manager. Ga. 


vision and 24-sheet posters query,| general manager for the agency’s for prose—pure, rich, beaded prose. 


the Chicago operation. As such, the They didn’t sell cigarets in those 
printed ads have cartoons con- 38 year-old Mr. Webber, a v.p.| days with the purchasable hauteur 


of a society matron; they sold 
"em with ‘not a cough in a car- 
load’—at least until the Federal 
Trade Commission made them stop. 
They didn’t sell cars with Dyna, 
Hydra, Torque and Flyte; they sold 
them with a picture of Walter P. 
Chrysler leaning purposefully on a 
fender and saying to you, ‘Look at 
all three.’ When they sold you 
handkerchiefs they didn’t give you 
this stuff about Father’s Day; 
Weber & Heilbroner ran an ad 
which simply said, ‘We traveled 
2,000 miles to save you 65¢’.” 


s “Are those days gone forever?” 
Mr. Heilbroner asks. “Sometimes I 
fear so. I emerge from the Christ- 
mas issue of a magazine which had 
weighed on my lap like a telephone 
book and I feel bothered and be- 
wildered, but definitely not be- 
witched... 

“Worse than that, I feel I am be- 
ing positively unsold by ads which 
seize on the macabre and the bi- 
zarre in an effort to arrest my rov- 
ing eye. I resent being sold a neck- 
tie by the scabrous device of peek- 
ing under a man’s beard to see one. 
My thirst for bitters is not whetted 
by sadistic little cartoons of what 
happens to people who don’t use 
them. ..My liking for shirts is off- 


(Continued on Page 62) 
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Penney Calls for Straighter Ads, Better 
News Service, at Inland Press Meeting 


CHIcAGo, May 26—“We don’t 
expect or want our customers to 
think we're selling them a $1 
item for 79¢. If we can sell it at 
79¢, it’s a 79¢ item.” 

This statement of company pol- 
icy was part of a speech made by 
James Cash Penney, founder and 
chairman of the board of J. C. Pen- 


ney Co., to some 240 newspaper. 


men gathered at the Inland Daily 
Press Assn.’s 69th annual spring 
meeting. 

Explaining his low opinion of 
comparative price advertising, Mr. 
Penney went on to declare that 
“people know instinctively that a 
merchant can’t afford to lose mon- 
ey on the things he sells. Isn’t 
it much better,” he added, “to sug- 
gest—and prove—that he is giving 
them full value for every dime 
they spend?” 


@ Mr. Penney also deplored the 
“generally accepted kind of adver- 
tising that tries to make people be- 
lieve no product is worthy but the 
product being advertised.” 

Instead, he posed the following 
obligations for the advertiser: (1) 
to come into the market place with 
the story of his merchandise, told 
simply, clearly and honestly, and 
(2) to convey to the hoped-for 
customer what kind of business he 
conducts, and what advantages it 
offers those who respond to the 
ads. 

“It seems to me,” he told the 
association, “that newspapers 
would do well to promote strict 
honesty in advertising. They’d be 
doing their advertisers a good 
service, and, in turn, their read- 
era,” 


s At the same time, the 77-year- 
old retailer had high words of 
praise for newspaper advertising. 
“The fact is that retailers can’t 
get along without it—and they’d 
better not try!” he said. 
“Newspaper advertising gives us 
retailers an invitation into the 


and can reach in no other economi- 


cal way,” he assured the news-| 


paper men. As for other media 
such as national magazines, radio 
and TV: “We give them due con- 


sideration. . .but the very backbone. 
of our advertising must still be in 


the local newspaper.” 


@ Speaking as an advertiser, the 


can render. “The better a news 
| paper is, newswise, the more at-_ 
| tention its advertising gets,” he ad- 
vised the association. 

Mr. Penney also raised—and 
brushed aside—time-honored ques-| 
tion of whether his company would | 
increase or decrease its newspaper 
space. “As always,” he announced, 
“‘we plan to use just as much news- 
paper space as will do the job we 
need to do.” | 

“Our great problem, and that of 
every retailer,” he said, “is to make 
better use of the advertising space 
we buy—to make every inch, every 
dollar expended, bring in maxi- 
mum results.” 

To achieve this goal, he called 
for closer newspaper-retail co- 
operation, including more technical 
assistance from newspaper admen 
on how to improve the mechanical] 
end of retail advertising. 


# At another session of the In- 
land meeting, M. E. Moyer,. cir- 
culation manager of the Herald 
Argus, La Porte, Ind., reportedly | 
suggested that newspapers ad-. 
vance their deadlines to avoid con- 
flicting with TV programs. | 

“Many people will tell you) 
frankly that they are not interested 


it early enough that it won’t inter-_ 
fere with their favorite television | 
shows,” he said. 

He added that to him it is more) 
important to have the paper at. 
the reader’s house on time than 
“to wait for some news item that 
most of the customers already 


homes of those we want to reach— 


know about.” 


head of the 1,640-store Penney 
chain found better news service to. 
_be the best ad help the newspapers | 


| = =~ 


to help the drillers clean up 


Fellow walked into our of! Geld equipment 
store in Renovo, Pennsylvania, and came face 
to face with a huge display of Tide. He knew 
shout using Tide for washing clothes, but he 
couldn't figure why « National Supply Store 
stocked it, 


Well, the storekeeper didn’t think there wa: 
anything odd shout it. He knew that many ov 
well drilling contractors learned long age that 
iupays to maintain equipmentand keep it clean 


run the rotary drill 


Some of the Texas drilling outhts have been and rubber gloves, if the drillers want them. 
ewebbong their rugs down regularly with Lide 
to cut the grease end lubo oil. The custom came goods lke machinery, pipe and engines But 
north whea rotary drilling was intro- 


duced in the new Pennsylvania hekds, “ 
end drillers from Texas were brought / heepers will heve up to 12,000 listings 
te nad rigs. eb in their mventones 

As anyone in the oil belds cam tell |) 4° \ | Ie it goed business? We think so, 09 
you National Supply Stores will stock 5 ie ewe counts. First, we have « pratte 
ent there’ << . dhe 


ea call for Uf the dril- 


Most of our stores’ business 1s done in heavy 


we handle enough of these geners! 
store iteme that, 19 some cases, store 


a= merchendiemg opersvoa, built 
It lasts longer. It reduces secidents. It gets lers want Tide, our stores are going sround 11) supply stores Second, ia 
business, the oil companies being more in- to have tt on hand for them. What's more, well every knows of Geld in the country, the 


clined to hire contractors who run a shipshape 
drilling operation, 


have the buckets, sponges, serub brushes and 
chamow (0 use wih a. Bveo water softeners 


National Supply Store is recognized as heed. 
querters lor anything needed ot the wellhead. 


THE NATIONAL SUPPLY COMPANY 


Gatiway comtse 


cy Nerional Ol Field Machinery and Equipment 
P Spang Steel Pipe Superior @ Atlas Bagines 


GOOD BUSINESS—This b&w ad, which ran in the May 26 Wall Street Journal for 
National Supply Co.’s 113 stores supplying the oil drillers, turns out to be a strong 
plug for Procter & Gamble’s Tide detergent also. The copy, in pointing out that 
the stores carry any item the drillers demand, explains that “Texas drilling outfits 
have been swabbing their rigs down regularly with Tide to cut the grease and lube 
oil.” Keeping equipment clean preserves it and reduces accidents, National Supply 
explains. Ketchum, Macleod & Grove, Pittsburgh, is the Pittsburgh company’s agency. 


Survey Report Shows Banks, Too, Have 


Mapison, Wis., May 26—Banks 
are becoming more interested in 
TV as a promotion medium, but 
cost, time and material still are 
bottlenecks, according to Hamilton 
James Associates. 

In a nationwide survey of bank 
advertising men by the Madison 


|TV film distributor, half of those 


7 Keys to Better Mail Service 
Told Sales Execs by Summerfield 


NEw York, May 26—Seven steps | 
to better mail service at less cost) 
to the taxpayers were outlined to- 
day by Postmaster General Arthur 
E. Summerfield, who spoke before | 
the Sales Executives Club of New| 
York. 

Mr. Summerfield, who received 
the club’s “Applause Award” for 


THAT’S NICE—AA wouldn't have noticed, 

but a lot of readers have been writing in 

to say they've got a big kick out of this 

Surf ad that Lever Bros. ran in This Week 

Magazine, through Batten, Barton, Dur- 
stine & Osborn. 


outstanding salesmanship in pri- 
vate business and in government, 
said his program of objectives in-| 
cludes: | 

1. Creation of a central bureau of) 


personnel under an assistant post- | 


| master general to “develop a mod-. 


ern and forward-looking personne] | 
program.” 

2. Use of “every available means 
of transportation” and finding “‘the 


replying report using television to 
advertise financial services. Twelve 
other banks have used TV and dis- 
continued. Of these, seven expect 
to return to the air and two others 
“might.” 

According to the distributor, 74 


'replies were received from a sur- 
| vey letter sent to 493 banks. In 


order to test the degree of interest 
in TV among bank admen, the 
questionnaire was _ circularized 
“without any inducement to en- 
courage replies—even to the extent 


in your paper unless they can send! Money Problems Where TV Is Concerned 


of not enclosing the customary re- 
turn envelope.” 


2 Biggest problems involved in TV 
use by banks, in order of impor- 
tance, were found to be cost of TV 
time, cost of material, availability 
of time, availability of material, 
and competition of other financial 
institutions. 

Fifty-five seconds was voted the 
best length for spots, with 20 sec- 
onds, 10 seconds and 10 minutes 
following in that order. Of the 74 
banks replying, 33 stated they get 
their commercials from agencies, 
and 15 that the work is done by 
bank ad departments. 

Live commercials were favored, 
with action with narration and an- 
imated cartoons as runners-up and 
cards and stills with narrations 
trailing. 


Cuicaco, May 26—Nylon hosiery | 


'§00,000 Send 75¢ for Parkay Premium 


March in Better Living, Every- 


kind of facility for each movement|@t 75¢ makes a dandy premium. | women s, Famiiy Covers S80 Wome 
of the mails which is best quali-| Kraft Foods Co. used it last spring an’s Day and— commercials in 
fied to improve service and reduce for Parkay margarine and had a March and April on “The Great 


costs.” 


| fact, although the offer hasn’t been 


s 3. Extension of the “Wilkes. 
County Plan”—a modernization of 
mail service in thinly settled areas. | 
In Wilkes County, N. C., the de- 
partment closed 19 outmoded rural 
post offices, consolidated nine star 
routes and is beginning direct 
service to 750 families at an esti-| 
mated saving of $25,000 annually. | 

4. A program of long-range plan- 
ning for the replacement or addi- 
tion of facilities based on priority 
of needs. This includes develop- 
ment of standard interior designs 
for varying sizes and types of post 
office buildings. 

5. Extension of window service 
hours in post offices and the addi- 
tion of late city-wide collections. 
A pilot-operation is currently un- 
der way in Washington. 


s 6. Major improvement in New 

York City postal service with a 

saving of “probably” millions of 
(Continued on Page 67) 


|in the premium handling 


promoted for several weeks. 

More than half a million orders, | 
each accompanied by 75¢ and an 
end piece from Parkay’s carton, 
have come in so far to Reuben H. 
Donnelley Corp., which is handling 
the returns. 

With orders -continuing to pour 
in, Kraft has decided to continue 


the offer the rest of the year. It 


expects to come close to 1,000,000 
orders for the nylons eventually. 


e A. M. Andersen, executive v.p. 
of Donnelley, said he considers the 
Kraft offer “one of the most suc- 
cessful of its type in my experience 
busi- 
ness.” Ordinarily, he explained, 
premium offers for more than 50¢ 
seldom even approach a_half- 
million return. 

Kraft announced the offer in 
The American Weekly Feb. 15 and 
thereafter ran color pages in 


phenomenal success. Still is, in| Gildersleeve” on radio and “Kraft 


Television Theater.” Needham, 
Louis & Brorby is the agency. 


Grange League Boosts Gervan 

R. B. Gervan, head of the in- 
formation service for the Coopera- 
tive Grange League Federation 
Exchange, Ithaca, N. Y., has been 


‘promoted to director of its depart- 


ment of public relations and in- 
formation, a new post. 


KLPN, Camden, Ark., Bows 


KLPN, Camden, Ark., has be- 
gun broadcasting on 1,370 kilo- 
cycles with a power of 1,000 watts. 
Tom Mullins is station manager. 
The station, without network af- 
filiation at present, broadcasts 
from 6 a.m. to 7 p.m. daily. 


Drury Joins Coffee Group 


Joseph F. Drury Jr., formerly 
assistant to the public relations di- 
rector of Hearst Magazines, has 
been named public relations direc- 
tor of the National Coffee Assn., 
New York. 


itor of “Shell 


More Demand Seen 
for Screen Stars 


in TV Commercials 


HOLLywoop, May 28—The de- 
mand for motion picture stars to 
do television film commercials is 
becoming increasingly heavy, Mar- 
garet Ettinger, president of the Et- 
tinger Co., reports. 

Miss Ettinger, who has handled 
publicity, public relations and other 
special assignments for advertis- 
ing agencies for 25 years, expects 
this trend to continue. 

“Many of the agency people I 
have talked with believe that the 
‘star’ commercial has two distinct 
advantages,” she says. “First, the 
star who appears is a familiar face 
to the viewer and, second, the star, 
because of his or her stage and 
dramatic training and prestige, has 
greater sales value in the physical 
delivery of the commercials.” 


ea A major factor keeping film 
names out of TV film commercials 
is the policy of their motion pic- 
ture studios. 

“Six months ago,” the publicist 
said, “there was only one studio in 
Hollywood that would allow its 
contract people to appear on TV— 
either as a guest star or to do com- 
mercials. Today every major stu- 
dio in Hollywood allows its con- 
tract stars to participate in televi- 
sion where they can get reciprocal 
credits for the stars’ and studio’s 
current pictures. But so far there is 
still only one studio that will al- 
low its players to do TV commer- 
cials.”’ 

Miss Ettinger believes that all 
contract players will be free to ap- 
pear on TV within a year. How- 
ever, she thinks the ban on plug- 
ging a product will be relaxed only 
when there is a reciprocal agree- 
ment to give picture credits in ex- 
change. 

Free lance names are, of course, 
able to accept video commercial 
assignments when they wish, she 
points out. But most of these are 
interested in selling their own 
package show on TV or starring in 
somebody else’s and don’t want to 
jeopardize their chances by getting 
their names associated with any 
product in a series of spots. 


Newspaper Linage 
Up 6.9% in April 


New York, May 26—Total news- 
paper linage was up 6.9% in April 
and 5% fer the year to date, ac- 
cording to the summary compiled 
by Media Records in 52 cities. 

Last month’s linage total was 
233,486,529 as compared with 218,- 
407,368 for April a year ago. The 
total for the first four months of 
1953 was 834,040,492 lines as com- 
pared with 794,351,356 for the same 
period in 1952. 

Automotive gained 31% in April, 
going from last year’s 9,565,394 to 
12,535,024 this year. General was 
up 10.5%, from 31,742,210 lines to 
35,089,774. Total display gained 
5.8% as compared with the same 
month in 1952, going from 165,617,- 
227 lines to 175,292,035. 

The only category off in April 
was financial, down 7.1% (drop- 
ping from 3,132,517 lines to 2,909,- 
659). 


Industrial Editors Name Davis 


John Earl Davis, since 1943 edi- 
Progress,” monthly 
magazine distributed to service 
station dealers and jobbers of Shel! 
Oil Co., New York, has been 


,elected president of the Interna- 
tional Council of Industrial Edi- 
| Sore. 


Rowe & Wyman Gets Account 

Rowe & Wyman Co., Cincinnati, 
has been named to handle adver- 
tising for Lindner Ice Cream Co., 
Norwood, O., maker of Lindner 
and Lindner Walford ice cream 
and Frozerta, a low-calorie des- 
sert. 
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Station Reps Have 
New Way to Figure 


Average Audiences 


(Continued from Page 1) 


Dan Denenholz, Katz Agency; Lou- 
is Moore, Robert Meeker Assoc- 
iates; Jones Scovern, Free & Peters, 
and Russel Walker, John E. Pear- 
son Co. 


s The formula is applicable to all 
generally accepted ratings and to 
Nielsen and Standard Audit Meas- 
urement (Dr. Kenneth Baker) 
coverage figures. 

T. F. Flanagan, managing direc- 
tor of the SRA, announced that 
copies of the long and short meth- 
ods of projecting station ratings 
can be obtained from the associa- 
tion. 

This is the short version. 

“Divide the station’s total week-| 
ly audience (Nielsen or Baker) by 
the Nielsen weekly (or Baker) per 
cent penetration in the rating area. 
This will give the base for project- 
ing ratings. 

“This formula can be used with 
either the Nielsen or the Baker 
reports. If Nielsen reports are 
used, ‘average daily’ audience or 
‘4-weekly cumulative’ audience 
can be substituted for ‘weekly’ 
audience. 


TURNABOUT—Amateur artist Grace Brennan, secretary to R. J. Scott, president of 

Schwimmer & Scott, Chicago agency, submitted an abstract study of a cat in the 

Amateur Artists Assn. of America competition and won an award—but not for her 

cat. By accident, the judges discovered that the abstraction had been painted 

on the other side of a self portrait which, they agreed, is “marked by keen insight 
into character and beautiful sense of color.’ (Miss B. is a redhead.) 


port used. It may be the home city,! for each 
the home county, or a group of 
counties.” [NOTE: Since Nielsen 
does not report on a city basis, it 
will be necessary to use the home 
county in those cases where the 
rating report covers only the city. ] 

“This base is a constant. It is 
necessary to calculate it only once 


station. Of course, it 
day and for night. 

“A hypothetical example. As- 
sume the following data: 

Radio homes in rating area— 
120,000 

Nielsen weekly audience in rat- 
ing area—60,000 


2. ID) \\ 1K) ADINS © 


s “The rating area must be deter- 
mined from the specific rating re- 


Mle yd 


cal 


sre Writs TON on -* 
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(eee like I've 


From the lush, green ranches of 


should be calculated separately for | 


Advertising Age, June 1, 1953 


The census picture looks better. Last week, the Senate appropriations 
committee agreed to restore funds for the Censuses of Business and 
Manufactures. But stiff hurdles are still ahead ............ Page 1 

Althougn more popular than ever, foreign cars get their big test this 
year. With a really competitive automobile market in prospect dur- 
ing 1953, the snazzy little autos, which have captured the imagina- 
tions of many, tangle antlers with Detroit makes .......... Page 2 

In a speech to New York sales executives, Postmaster General Arthur 
E. Summerfield gave his seven steps to better mail service at less 
CHE: Si SIE * bh oka 5k eee Co he Oh ee oe kee iteeeue Page 3 

A vermouth importer doesn’t like the ads he sees on dry Martinis. He 
thinks too much gin is being used in the divine potable and insists 
good vermouth is essential to a Martini .................... Page 20 

Salesmen don’t think they’re fading away. They take strong exception 
to John P. Cunningham’s saying so in the letters that have flooded 
into the New York Sales Executives Club ................ Page 26 

A couple of Northwest Airlines travel agencies will play host to a par- 
rot and a goat each month. The one that has the best sales rating 
each month gets “Standing Room Sam,” the parrot, who talks. Poor- 
est sales gets “Low Load Louie,” the goat .................. Page 45 

Fairfax Cone, president of Foote, Cone & Belding, tells about the 
“Ads I Like Best” in the first of a series he will do monthly in 


Foe Se, INI 654906 5506 aGa Awe e as ova akes fx ewes Page 53 
REGULAR FEATURES 

Advertising Market Place ....58 Mail Order Clinic ............ 54 
Coming Conventions ........ 59 Merchandising Devices ...... 45 
Creative Man’s Corner ....... 54 Re a ee 38 
Department Store Sales ..... 10 Photographic Review ........ 48 
re 12 Production Tips ........... 56 
Employe Relations ........... 54 Pe IED Gc bt rdccececcesc 12 
Eye and Ear Dept. ........... 56 Salesense in Advertising ..... 55 
|Getting Personal ............ 16 This Week in Washington ... .63 
Information for Advertisers . .58 Voice of the Advertiser ...... 40 
Looking at Retail Ads ....... 56 You Ought to Know .......... 66 


Per cent of radio homes—50% | in that we are dealing with a sta- 
Station total weekly audience— tion’s identified circulation. Despite 

| 398 000 'this weakness, however, this for- 

mula comes closer to reality than 

# “To arrive at the base for pro- any of the other methods currently 

pa ratings, just divide 300,000 being used.” 

| (the total Nielsen weekly aud- 

ience) by 50% (the Nielsen per), 

cent in the rating area). This gives | Companion’ Sets Rates for 

a base of 600,000. Multiplying this New Junior Page Unit Size 

base by our rating, 10%, gives us | Woman’s Home Companion has 

an estimated audience of 60,000.” Set $9,300 as the price of its new 
Mr. Dorrell said one of the | Junior page unit in b&w and 


$13,650 in four colors (AA, May 
weaknesses of the formula is that | 35). The new size will be available 
“it assumes that a station’s circu- | 


|in the August issue. 
lation as reported by Nielsen or) An official of Curtis Publishing 
Baker will have the same listening Co, said that no action is planned 
patterns in the outside area as in for offering frequency discounts 
the rating area, that there is a for ads in The Saturday Evening 
constant relationship between the Post or Country Gentleman—an 
outside and rating areas for all innovation started by Ladies’ 


Home Journal along with junior 
——— during all times of the ad sizes (AA, May 4). He said also 


” ‘that there are no plans at present 
He added: “While there is no for offering junior sizes in the 
denying this fact, we believe it is Post. Country Gentleman is a 429- 
‘not too far fetched an assumption line book. 


7).W0i3 BUYS 


SURVEY SHOWS 
WHICH SHE SELECTS! 
Mrs. W.B.* indicated on a recent 
survey that she chooses 63.47% of 


ee von er meagh erences o* cae Som 


WORKBASKET Subscribers ae 


.. Neorly % 
4 Weekly Grocery Suyert 


North Dakota and the booming oil ; ,aet ahold of 
development in the Williston Basin, ov?’ \ | something big! 
this Midwest market is pacing the C 


nation in new wealth and rapid 


expansion. 


In 1952, North Dakota gross farm 
income topped $582,000,000 and _- 
bank deposits hit a record high of © 


You sure have Son: 
that KFYR coverage in 


$614,000,000! Money ticketed for the land of giland 
machinery, home improvements, riculture isthe 
appliances . . . all of the things ‘\ [ nation’s No.l at: 
which make up a complete and * 

modern community. 1 

Located in the heart of this \, ee 
wealthy, new market, KFYR offers i 

the nation’s LARGEST area cover- tas 


age — where coverage counts! 


KFYR 


BISMARCK, N. DAK. © NBC AFFILIATE ¢ 550 KC 5000 WATTS 


®@ Represented 
by JOHN BLAIR 


at 


Fovorite Brands SELL Two-Thirds 
WORKBASKET Subscribers 


= «03 67% 


4% . $920% 
me raw bee Fame eremertns ee = - 


WORKBASKET Subscribers BUY MORE Medium 
thon Lorge Economy Sizes in Groceries 


as, WE Selects Groceries by 


~=_ Brand Nome 
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NEW YORK — ~ 489 Fifth Avenue, Phone Murrayhill 2.2492 _ 


CHICAGO — CS aie a, oe uk 


DETROIT — 1005 Park Avenve Bldg. Phone Woodward 
PASADENA — zchreepionontcaitacinalerrcrescaias 
FLORIDA » 202 Conrad Building, DE LAND. Florida 


her groceries by brand and 36.53% 
by price. Also, the survey shows 
what brands are her favorites. 


FIND OUT THE FACTS! 


Learn about The WORKBASKET 
with its 1,500,000 highly respon- 
sive subscribers — ABC Guaran- 
tee effective September, 1952. 
Find out the facts NOW! 


CALL OR WRITE 


Get your FREE copy of the NEW 
WORKBASKET SURVEY — 39 
pages of facts and figures! Call 
or write the office nearest you. 


*WORKBASKET SUBSCRIBER 


® (The WORKBASKET 


Published by Modern 


F- 
2401 Burlington, Kansas City 16, Missouri 
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of the male are in 
members of the Govern- 
Herald Tribune ment, 
audience Small 
are in business Business 
management and the 

a occupations. a Professions, 


TO SELL 
MANAGEMENT 

IN NEW YORK 
YOU MUST 

‘SELL IN THE 
HERALD TRIBUNE 


work 
in 
skilled 


The best place to talk to men who mean business is in the 

Herald Tribune Quality Market... where 61 out of every 100 working 
males are in business management occupations... in or 

on the way up to positions of influence on much of the major 

business and industrial spending in New York. 


The personal spending of these men and their families is important, 
too! They buy at all price levels, buy more often, buy BIG! 

Get all the facts on the terrific opportunity the Herald Tribune offers 
your business—in profitable selling to the best customers in the 


nation’s biggest market! 


NEW YORK LEADERS ARE 


Herald Tribune 


READERS 
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6 
Canada Retail Trade Gains 


Canada’s retail establishments 
boosted sales by 8% in March and 
during the first three months of 
1953, according to the Bureau of 
Statistics, Ottawa. Sales for the 
first quarter reached $2,502,943,- 
000, as compared with $2,314,547,- 
000 for the similar period in 1952. 
Biggest gain, 24.2%, was reported 
by motor vehicle dealers. Appli- 
ance and radio dealers follow with 
a sales increase of 18.6%. 


ran U ry 


STEIGERWALD 


GOLD AND SILVER 
EMBOSSED SEALS 


Square or die cul, distinctive 
shapes, single or multi colored 


CONTINUOUS ROLL LABELS 


Ungummed, Gummed, Pressure sensi 
tive and Heat seal stock 


LABELS | 


110 W VAN BUREN, CHICAGO 7 * TAYLOR 9 5400 


ROBERT W. ROBB has been granted leave 
of absence from Calkins & Holden, Carlock, 
McClinton & Smith to become assistant ex- 


ecutive director of the American Heritage standards for judgment of others. | 


Foundation. 


Wetheril] Joins Wanamaker 


| Reeves Wetherill, who has been 
|}engaged in merchandising activi- 


ties in Philadelphia, has been ap-| 
pointed public relations director of | 
John Wanamaker, Philadelphia de-_ 
| place.” 


| partment store. 


Depth Study Shows ‘Better Homes’ Is Read 
for Ostentation, Fantasy, Practicality 


(Continued from Page 2) 
self and her husband, by some ac- 
tion, that it “really is very prac- 
tical to keep up on things like 
that.” 
| The satisfaction from ostenta- 
tion, the survey finds, is based on 
the attitude in society which em- 
phasizes how one appears to oth- 
ers and how one’s behavior will be 
_interpreted by them. 


| 

= Consequently, many readers re- 
them with material on styles in 
living, taste in homemaking and 


Among those interviewed, it was 


found that readers are concerned 
| with the home “as the setting of 
'the most important living experi- 
ences and interpersonal relations” 
/and that they desire “to make the 
setting of their life an attractive, 
comfortable, aesthetically pleasing 


moment, 


Thus, Product informative advertis- 
ing in Thomas Register is often the 
only advertising seen at the buying 


t— 


1. Influences product selection 
directly! 


2. Revives impressions from 
other advertising. 


3. Provides returns far beyond 
the small annual cost. 


T. R. READERSHIP Z21© 


T.R. BUYERSHIP ‘|}©OO*# 


There are relatively few 


buying powers that have not adopted T. R. 
as their guide in purchasing. 


copies in use — 20,160 of 


with balance of earlier editions based on 
resale figures and other evidence. And an 
average of three individuals habitually use 


each copy. 


of the major 


Over 50,000 


latest edition scribers. 


will be glad 


T. R. 


T. R. circulation is fully paid and ABC 
Audited. The substantial price of each 
edition eliminates any mere curiosity sub- 


Your Thomas Register representative 


to show you how you can 


reach many of your major markets thru 


“It Pays Jo Aduertise Where Guyers Look for Advertising” 


THOMAS 
REGISTER 


THOMAS PUBLISHING COMPANY 


461 EIGHTH AVENUE 
NEW YORK 1,N. Y. 


OUR REPRESENTATIVES 
SEE VOL ttt 


t Pane 
REGISTER 


;| The magazine is especially use-. 


ful to those who wish to move up 


lin the social scale, BH&G finds, 


‘and to the uncertain reader it is 
a guide to how to do things “right.” 

The satisfaction from practical- 
_ity has a double-edge. It not only 
refers to the actual use of recipes, 
instructions and “handy-man 
hints” but also refers to the nor- 
mal value that is placed on prac- 
| ticality, meaning “I like BH&G be- 
/eause it is all about homemaking 


ly upon the magazine to provide and so no one can question my, 


| right to read it...it is practical.” 


s The study also covers other as- 
pects of the readers’ attitudes and 
reading habits. Some of these find- 
_ings indicate that the magazine is 
‘read over a period of a month; 
that very often housewives clip 
and file things of interest in the 
magazine or refer back to issues 
carrying articles which 


to read and that they value the 
ads as much as the editorial con- 
tent. Further, readers felt that 
women who do not read the home 
/service magazines are not doing 
| the kind of homemaking job they 
|should and that men who don’t 
take an interest in it are lazy and 
poor husbands. 


First Newspaper Joins ARF 


The Des Moines Register & Trib- 
une has become the first newspa- 
per subscriber to Advertising Re- 
|search Foundation. In addition, 
three other newly elected sub- 
|seribers are Advertising Agency, 


| New York; Allen B. DuMont Lab- | 


| oratories, Passaic, N. J., and Arthur 
|G. Rippey & Co., Denver adver- 
| tising agency. 


2 to Don Heinrich Advertising 


F. Meyer & Bros., Peoria, IIl., 
manufacturer of Handi furnace 
| pipe, has appointed Don Heinrich 
| Advertising Agency, Peoria, to 
| handle its advertising. Rock Island 
| Register Co., Peoria, maker of 
warm air heating equipment, has 
named the agency also. 


| Puritan Mills Boosts Andriot 


| Lawrence J. Andriot, assistant 
advertising manager for Puritan 
|Cordage Mills Inc., Louisville, 
|maker of sash cord and cotton rope, 
-has been promoted to advertising 
' director. 


interest | 
them, that they often mark out. 
features they want their husbands | 


ee 


Advertising Age, June 1, 1953 


It's Here-the pen that looks like» 
writes like a 
costs only 


O00F eed and» eomdertal wtamn be 
prottem Ser ime mew Bey Bal water 


} 


| — 


| EASTERN PUSH—Flo-Ball Pen Corp., San 
| Gabriel, Cal., is backing a city-by-c'ty 
campaign to introduce its retractable point 
pens in Boston, Baltimore and Washington. 
The drive, handled by Batten, Barton, Dur- 
stine & Osborn, includes 800-line news- 
paper ads like this, plus radio and TV. 


Mondavi Runs Wine Test 
' Mondavi & Sons, owner of the 
Charles Krug Winery, St. Helena, 
Cal., has launched a test campaign 
or its CK line of table wines. 
Media will include newspapers, ra- 
dio, television, magazines and out- 
door. Jewell Advertising Agency, 
Oakland, Cal., is the agency. 


Paint Journal Co. Moves 

| American Paint Journal Co., St. 
| Louis, publisher of American Paint 
Journal, American Paint & Wall- 
_paper Dealer and American Paint- 
|er & Decorator, has moved its New 
| York office to the Lincoln Bldg. 


Hozel Bishop Buys TV Show 

| Hazel Bishop Inc., New York 
|(Raymond = Spector Co.), has 
moved in as alternating sponsor— 
with Toni Co.—on the new Du- 
Mont program, “Your Big Mo- 
ment.” 


NBC Appoints Cleaver 

Frank Cleaver, motion picture 
story editor and producer, has been 
named West Coast television pro- 
gram director for National Broad- 
‘casting Co. in Los Angeles. 


Note these features — 
1. ALL STEEL CONSTRUCTION 
2. ENAMEL FINISH 
3. MODERN STYLING 


IN TWO MINUTES 


610 WHITE STREET 


4. SIGN PANEL CHANGED 


ALL-PURPOSE 
BOARD 


3 IN1 
1. PROCESS 
2. PASTE 
} 3. PAINT 


FREE tranchises OPEN in all cities 
Write today for full details 


Manufactured by Cc O U x TE S Y 


e HOUSTON, TEXAS 
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Youngsters are cautious and competent critics .. 

weighing, comparing . . . and, finally selecting their 

preferences. As they scan the 400-odd comics books 
on their newsstands, most of them choose titles of The National Comics 
Group. We like to believe that it’s because they recognize quality .. . 
quality of conception, writing, artwork, printing . . . all those things that 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National 
Comics Group is doing a thoughtful and effective job . . . is presenting 
in a new garb those age-old charmers, Humor and Adventure. Our 
advertisers benefit, too! 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Sarnoff Smoothes 
Ruffled Feathers 
of TV Affiliates 


(Continued from Page 1) 
$9,000,000 in new business and 
$11,0C0,000 in renewals in the past 
three weeks. 

It had been announced that sta- 
tion men could make queries from 


the floor, but when Gen. Sarnoff; However, there were few signs 
and his aides had finished, not a of him at Rockefeller Center as 
question was asked. The general his attentions shifted to Florida 
was given a_ standing ovation, where he was to be the balance- 
which a time-minded v.p. clocked of-power stockholder in a TV sta- 
at several seconds over a minute. tion with two newspaper publish- 

Meanwhile, a man who was a ers. This application has not been 
power at NBC for years is being approved. In recent NBC negotia- 
heard from again. When Niles tions, such as those attending U.S. 
Trammell resigned as chairman of Steel’s imminent entry into TV, 
the board last December, he was Mr. Trammell, who wore the 
given the title of consultant. _NBC-RCA colors for 30 years, was 


Fat EAE A 


Using ris 


THE AD-VER-TIS-ER, INcC., FORT WAYNE, INDIANA 


‘right in the middle of things. 


McGraw-Hill to Change Stock 


A special meeting of stockhold- 
ers of McGraw-Hill Publishing 
Co. has been called for July 23 to 
vote on a proposal to change the 
600,000 authorized shares of com- 
mon stock without par value into 
1,200,000 shares of common with 
2 $5 par value, on the basis of two 
sie Bae oat shares of new stock for each share 
; of present stock. 


ICE CREAM 


Altman-Stoller Moves 
Altman-Stoller Advertising, 
|New York, has moved to 254 W. 
54th St. 


in Selected Areas! 


Advertising Age, June 1, 1953 


FCC Okays Joint 
Operation of TV 


Outlet in Phoenix 


WASHINGTON, May 27—The Fed- 
eral Communications Commission 
today gave two applicants permis- 
sion to share time on a TV sta- 
tion for Channel 10 in Phoenix. 

It also approved the application 
of Stamford-Norwalk Television 
Corp. for a station on Channel 32 
in Stamford, Conn. 

The Phoenix station will be op- 
/erated on alternate days and eve- 
SHEPARD SPINK, who joined Collier's os "ings by Maricopa Broadcasters 
advertising manager last December, has Inc. and KOY Broadcasting Co. 
been elected a v.p. of Crowell-Collier Pub- Commissioner Frieda Hennock 

lishing Co. , protested today’s action, saying it 
fosters an undue concentration in 


|the control of broadcast facilities 

Brady Moves, Alters Name in the state of Arizona. 
Richard H. Brady Co., Stevens | 

Point, Wis., agency, has moved its » She ointed out that 85% 

— ~ ae Bide., ap iiesbaten is owned by cowkey star 
on, Wis. e agency has changed | othe : 

its name to Brady Co. Ownership Gene Autry, that it is a licensee of 


and personnel remain unchanged. KOOL (AM), Phoenix, and KOLD 


of 


Approximately four fifths of the total circulation 
of The Detroit Free Press is within Detroit's local 
trading area as defined by the Audit Bureau of 
Circulations. Only two of the first ten metropolitan 
morning newspapers in America have a greater 
local concentration of coverage than The Free Press. 


This local circulation of The Free Press is equiv- 
alent to a coverage of every third home in this 


huge concentration 


it is unduplicated in point of time by any other 
newspoper. It reaches the door steps of the key 
homes in this local market before breakfast and 


Che Brtrnit Free Press 


“AMERICA’S MOST INTERESTING NEWSPAPER” 


John S. Knight, Publisher 
STORY, BROOKS & FINLEY, INC., NATL. REPRESENTATIVES 


v4 


~ 


Local Trading 


Within the 


before business. There just isn’t any other sub- 
stitute for the influence of this circulation. There ed 
is no other method by which any advertiser may 
avail himself of Free Press influence 


| (AM), Yuma, and that Mr. Autry 
and his associates have substantial 
minority interests in KOPO-TV 
and LOPO (AM), Tucson, and 
KNOG (AM), Nogales. 

Owners of KOY, in addition, 
have minority interests in KYMA 
(AM), Yuma, and KTUC (AM), 
Tucson. 

“In addition,” she said, “other 
material questions of possible pre- 
judice to the public interest result- 
ing from a decreased level of com- 
petition in broadcasting in Arizona 
are raised by this proposal for 
joint use of the same studio build- 
ing and technical broadcasting 
equipment by the two applicants.” 


Capital Printers’ 
Strike Continues 


WASHINGTON, May 27—With em- 
ploying printers and members of 
the Columbia Typographical Un- 
ion deadlocked in the second week 
of a wage dispute, weekly maga- 
zines and newsletters struggled 
to meet their publishing sched- 
ules. 

Many were resorting to offset, 
while others were attempting to 
circumvent the typesetting bottle- 
neck by taking their work out of 
town. 

Traffic World sets its weekly 
edition in New York, and returns 
stereotype plates here for print- 
ing. Its daily edition is being mul- 
tilithed. Transport Topics is print- 
ing a somewhat curtailed edition 
“out of town.” 
Broadcasting, which was print- 

letterpress in Baltimore last 
week, is publishing by offset here 
this week. News text is being set 
on Varitype. 


Area 


in these 


homes — among more than a 
important. 


of people and buying power. 


newspaper. 


except through The Free Press... and that IS 


This is a privilege which pays off in profits 
from agate lines, no matter what you have to sell. 
Take fullest advantage of what the Detroit market 
has to offer you through Detroit’s only morning 


million persons — 
® Newsletters which resorted to 
offset had to push deadlines ahead 
in some cases. Martin Codel, pub- 
lisher of ‘Television Digest,” said 
Varitype nearly matched the reg- 
ular typeset appearance of his 
weekly newsletter, but deadlines 
had to be advanced by several 
hours. 

Employes have been offered a 
$5 weekly increase the first year, 
$1 the second year. The union 
wants a one-year agreement, with 


a $7 raise, plus liberalization of 
vacation benefits. The union’s de- 
mand for three weeks’ vacation 
'after three years is believed to be 
‘the major obstacle to settlement. 


Brazilian ‘Digest’ Adjusts 
Exchange Rate on Dollars 


Effective in June, Selecoes do 
Reader’s Digest, the Brazilian edi- 
tion, will bill all dollar-paying 
accounts at one-half the present 
rates through December. 1953. 

Rates in Selecoes, established in 
cruzeiros, heretofore have been 
converted at 20 to the dollar. 
However, the recent. establish- 
ment of a free market for ex- 
change in Brazil has resulted in 
the fluctuation of the cruzeiro be- 
tween 38 and 45 to the dollar. 
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Idea suggested by GENE VINIK 
Campbell-Ewald Advertising, Chicago 


In Chicago, it takes 2 — 
to make a clean sweep 


BECAUSE . . . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects. 

Today it takes two daily newspapers to reach a majority of the 
market—and for MosT net unduplicated coverage, one of your two 
MUST be The Chicago SUN-TiIMEs! 


CHICAGO 


SUN-TIMES 


211 W. Wacker Drive, Chicago © 250 Park Avenue, New York 
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GOA Promotes Freeland 


Charles Freeland, manager of. 


the Chicago commercial depart- 
ment of General Outdoor Adver- 
tising Co., Chicago, has been pro- 
moted to sales manager in the 


Kroll Fabrics to Kiesewetter 
Boris Kroll Fabrics Inc., Ne 


sd Department Store Sales... 


York, maker of decorator uphol- 
stery and drapery fabrics, has ap- 
pointed Kiesewetter, Baker, Hage- 
‘dorn & Smith, New York, to han-. 


Sales Still Up 5% After 20 Weeks 


Advertising Age, June 1, 1953 


DEPARTMENT STORE 
- SALES INDEX 


1947-49 equals 100 


OR chan eg 


company’s New York office. |dle advertising. WASHINGTON, May 26—After 
| climbing for three weeks to a 1953 
high of 127 for the week of May 9, 
_U. S. department store sales vol- 
|}ume fell back to an index figure 
| of 106 for the week ended May 16, 
according to the Federal Reserve 
| Board. 
| However, because of a similar 
|sales slump a year ago, the big re- 
tailers came up with a 7% sales 
|edge over the corresponding week 
}of 1952. 
| Generally, the North and East 
|registered good gains 
year (18% in the Philadelphia dis- 
trict), with the southern and west- 
ern districts showing either losses 
|or small gains. 
For the calendar year to date 
(20 weeks)—and for the four, 
weeks ended May 16, as well—the 
_big Operators showed dollar vol- 


umes 5% bigger than in the same Week to May 16, ’53*.p106 

periods of ’52. if] Week to May 17, °52*..99 

Only the New York district was. Week to May 9, ’53*....127 

below 1952 in the first 20 weeks of |] Week to May 10, ’52*..117 { 

selling. Its volume was down 1%. Week to May 2, ’53*....114 
% Ch t "52 | | ’ 

lech @adied ae Week to May 3, ’52*....111 

Federal Reserve May May May |. 

District, Area, and City 2 9 16 | oe 

UNITED STATES ............. 3 9 7 EE 

Boston District —! 4 9 

Metropolitan Areas 

| 


*Not seasonally adjusted. 
pPreliminary. 


as A (Mae) lab 
r rear 
Lee C ( 
Lois .L. 
Luther ( 
Major (D 
Mary rJ 


Sally B) 
rs h3s 


q e 


—R. L. Polk, President, R. L. Polk & Co., publishers 


He has your name and address! 


ment date. Every one of those ship- 
ments had to be on time—and every 
one was! 


“Only Air Express could have done 
it. Yet their rates are not only reason- 
able — in many weights and distances 
they are /ower than other air carriers. 

“We have made upwards of 35,000 
Air Express shipments over the past 
four years, ranging in weight froma few 


“We have the names and addresses of 
forty million people who own automo- 
biles,” says R. L. Polk, “—and that’s 
only one of the ways we might have 
you listed! 

“We release up to 21/, million adver- 
tising mailings a day to these lists, But 
kits, catalogs and displays—always sub- 
ject to last-minute changes—must reach 
the dealers first. 


1612 Virgin 


It pays to express yourself clearly. 
Say Air Express! Division of Railway 
Express Agency. 


New Haven .......0..:csc000+ 19 —3 0) —— 
see nn 3 16-26) Cleveland District... 2 UU 
Downtown Boston ...... oe a —. ele o 5 4 
Springfield 0.00... os ae eee CCR 5 18 9 
over last PROVIGEICO  oncsccccecceseeese. — 9 1 13 COlUMDBUS ooeeeceseoseoses..... 6 14 8 
New York District ........ es, a 060 pee ANN — 6 
Metropolitan Areas Erie ... 5 14 22 
PIED: eashrtnatisekennsetescoes 2 r8 li Cities 
Rochester nd a.) 2 8 14 
Syracuse a dj 7 10 
Cities Richmond District .......... 5 7 13 
New York .. 2 0 6 Metropolitan Areas 
cen 12 9 15 Washington ..........cc0006 r—6 6 10 
= District 4 rs 18 Downtown Wash- 
Philadelphia 00... tm - a ae . oe 
Richmond 9 12 
Atlanta District ................ 0 rs 5 
—e a = Metropolitan Areas 
Birmingham -10 —2 2 
i Jacksonville 8 6 7 
IE Desanbutudditeivinick mn aouteite 0 19 ad 
Atlanta 4 6 7 
: Augusta .......... -15 —4 —1 
New Orleans ................ 5 9 4 
DID  pimcsiciiscinsecsnsonee -—8 8 4 
Chicago District .............. 5 6ril 10 
Metropolitan Areas 
SIE. enttadvinhspethiantatenens 0 9 5 
Indianapolis 0 7 4 
BOE sitentinetniinieinn 7 11 18 
Milwaukee ...................... + 3 4 
St. Louis District ............ 1 rl 5 
Metropolitan Areas 
Little Rock —6 —1 
Louisville ...... —3 4 
St. Louis ....... 0 9 
IID ciiicctasctineincervens 8 —#8 
Minneapolis District ...... —t! 13 rs 
i Metropolitan Areas 
’ Minneapolis-St. Paul. —5 13 4 
Minneapolis City ........ —3 18 2 
St. Patel CIty visccccecsess 8 4 8 
Cities 
J Duluth-Superior .......... —2 13 9 
Kansas City District ...... 3 r4 0 
Metropolitan Areas 
II siiiiatonsaiceccnryetiscenss 8 2 —2 
III | piibinservicnnisesceensseccee 1 bd 5 
IEE Ritiaistiesinnecescercviotscs 8 7 4 
| 2 -—-4 --—2 
Oklahoma City ............ —5 -—8 —Il 
. 5 HRI ernie tec peenese raisins sense 6 7 —2 
. City 
: Kansas City ..... likin —3 3 -—2 
Dallas District .................. 4 6 —I2 
Metropolitan Areas 
{ Re | § —11 
ff ae —3 22 —5 
| a a es | 
RINE, sah dinmeretenéniivesions 11 6 —7 
San Antonio .................. 1 —7 —26 
San Francisco District .. 2h —4 
Metropolitan Areas 
i ee ae 0 5 —9 
4 Downtown Los 
ES Ee —§6 -—4 —10 
Westside Los 
‘ pS ae —!1 7-3 
San Diego ............. 6 1 8 
San Francisco- 
l,l ee —2 7 0 
San Francisco City .. 5 —1 —2 
Oakland City ........... 4 21 2 
SUTIN cncontosinexcievcccnesvess 9 28 7 
Salt Lake City ............ 21 21 —15 
Seattle ........ sila iokaaben 6 18 6 
Spokane ....... 4 16 7 
r—Revised. 
*Data not available. 
Allen Changes Top Execs 
Allen Industries Inc., Detroit, 


/maker of Rubberloc and Altex rug 
cushions, has changed its top level 
personnel. Sidney J. Allen, presi- 
é |dent, has been promoted to chair- 
. |man of the board. Jerry J. Tobias, 
|v.p. and general manager, has 
| been made president, and con- 
|tinues as general manager. Har- 
old C. Allen, a v.p., has been 
;elected executive v.p. and assist- 
jant to the president. David T. 
Lipton, sales manager of the Rug 
Cushion division, becomes v.p. in 
|'charge of rug cushion sales. 


_Elwell-Parker Names Hopper 


| Lee Calvin Hopper, since 1950 
assistant to the advertising man- 
|ager and export sales manager of 
Elwell-Parker Electric Co., Cleve- 
land, manufacturer of industrial 
trucks, has been promoted to ad- 
. vertising manager. In addition, Mr. 


“That's when we call on Air Express! 
“For one auto manufacturer, we re- 
cently made Air Express shipments to 
3,000 dealers, not once but three times, 
just before the new model announce- 


pounds to more than a thousand. This 
top-speed, dependable low-cost service 
helps us give maximum service to our 
advertisers. Our use of Air Express 
will increase another 27% this year.” 


J Hopper will direct export sales 
Pome.” activities. 
& Alf if PRESS Goodman to Waldie & Briggs 
Herschell Goodman, formerly 


with Ruthrauff & Ryan, has joined 
the copy staff of Waldie & Briggs, 
Chicago. 


GETS THERE FIRST 
via U. S. Scheduled Airlines 
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FROM HERE TO 


“Our correspondent in 


In May of 1945, television was hardly more 
than what Fred Allen called “the face on the 
barroom wall,” but that’s when NBC 

first set up its television news film operation 
with two editors and one pair of scissors. 

Now in its eighth year the NBC-TV news 

film operation is larger than any other 

news film company including the newsreels 


and other networks. 


In the average week NBC news cameramen 
shoot a hundred different stories. In a 

year’s time NBC films over 2,500,000 feet of 
raw stock. If that were all shown as one 
feature, it would last 300 hours, which is even 


longer than some features seem. 


40 newsmen and 31 cameramen cover 

the continental United States from 6 vantage 
points for NBC, and of course news 

film is sent in from NBC affiliates in 60 other 
cities and towns. NBC staff correspondents 
can be found in all the world’s major 


news centers. 


And NBC correspondents can also 


be found in such exotic areas as Jakarta, 


ISTANBUL 


q) TALCOoTT 


” 


Nairobi .. 


Karachi and Istanbul. Our correspondent 
in Nairobi gave NBC a notable beat 


on the Mau Mau disorders. 


Just to be sure that we don’t miss anything, 
NBC also has first call on the films of seven 


major foreign newsreel companies in Europe. 


It’s a huge job and it’s a lot of trouble, 

but we believe that having the largest and 
most active news film operation accounts 

in a major way for NBC’s leadership 

in TV news. Viewers evidently like it because 
we consistently find the biggest audiences 
tuned to our daily news shows. Our 
sponsors like it too. Such as the sponsors 
on Today (7 to 9 a.m.) easily the hottest 
news show around. You can be a sponsor on 
Today for less than the cost of two 


round-trip tickets to Istanbul. 


a service of Radio Corporation of A merica 
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Negotiations That Have Backfired 


There is a growing feeling among responsible elements in advertis- 
ing that whatever good might have come from development of closer 
liaison between the Federal Trade Commission and representatives 
of advertising has been prevented by the pseudo-cloak-&-dagger 
manner in which the negotiations were originally undertaken. 

Representatives of the Assn. of National Advertisers, the American 
Assn. of Advertising Agencies, and the FTC met originally in a con- 
ference which apparently was planned by a writer of counterspy fic- 
tion. When the meeting was reported to the ANA membership at its 
spring conclave, the report was “off the record,” and reporters were 
urged to print nothing about it. Unfortunately for the cloak-&-dagger 
exponents, AA’s alert Washington editor had already learned of the 
FTC-ANA-Four A’s conferences, and had queried the FTC. 

ADVERTISING AGE broke the story not only because such a story is 
legitimate news, but because we do not believe that a federal agency 
should hold “secret” discussions with any trade group, and because 
we do not believe any two organizations—even such admittedly pow- 
erful ones as the ANA and the Four A’s—have the right to speak for 
all advertising. 

Subsequent developments have indicated rather clearly that the 
ANA, in particular, did not even speak for all its own members when 
it entered into discussions with the FTC. This is clear from comments 
voiced by ANA members after the disclosure of the FTC discussions 
at the ANA spring meeting, and from the bulletin which Dr. Frederick 
Cullen of the Proprietary Assn. recently sent to his members, in effect 
deploring any meetings with the FTC. Many members of the Pro- 
prietary Assn. are also members of the ANA. 

We are genuinely sorry that the attempts of the FTC and advertis- 
ing interests to develop a somewhat closer working relation along 
lines that might prove mutually beneficial, seem foredoomed to failure 
because the original discussions have been too secret and before too 
restricted an audience. 

Why not open up the discussions, invite representatives of other 
advertising interests to attend, and see if a sensible and honest pro- 
gram of mutual assistance can’t be worked out in the time-tried 
American method of “open covenants openly arrived at’’? 


Cooperation from Stockholders 


Not so long ago we printed a detailed story explaining how one 
company was planning to put its stockholders to work for it, making 
certain that they used the company’s products themselves, and that 
they talked them up to their friends and to the retailers from whom 
they bought. 

The story was printed as an unusual instance of a company at- 
tempting to gain some sales benefits from its stockholders. But what 
was really unusual was that such cooperation and assistance from 
stockholders should be considered unusual. Stockholders ought, out of 
simple selfish interest, to have an interest in the reputation and sale 
of the products of their companies. 

The fact that so many of them consider such an interest far re- 
moved from their day-to-day concern is a fairly serious indictment 
of managements which frequently are more than willing to leave the 
stockholders severely alone as long as the stockholders will do the 
same with management. 

Yet it is not too far-fetched to believe that careful cultivation of 
stockholders can add a substantial number of unpaid but influential 
and vocal missionaries to any company’s sales force. A few companies 
work intelligently at this and profit by their labors. But too many 
still put forth mighty efforts to influence ordinary consumers, but 
puny ones to influence consumers who are also stockholders, and 
therefore pre-prejudiced in favor of the company. 


VE hed Cees ie 


o-1% 


“In a recent impartial test among users of our products, picked at random from 
employes of our advertising agency...” 


—Chicago Sun-Times 


What They're Saying 


Sell Advertising, Not Space | 

The two basic requirements for | 
a successful business paper are the | 
same today as they were 30 years | 
ago, namely, a good editor and al 
publisher with guts. In back of. 
every successful publication is a) 
rugged individual with ideas and 
courage. | 

[Papers that] don’t “raise hell” | 
in their industries once in a while. 
aren’t usually very successful. The | 
ones that are really doing a sound | 
job may not always be liked by 
everybody, but they are seldom 
ignored... 

The idea that used to be applied | 
to a lot of retail advertising ap-. 
plies also to industrial copy today. | 
It used to be said that what retail | 
advertising needs is more blue sky 
and less blue serge. That’s what 
business paper advertising needs, | 
more ideas and less merchandise. 
Manufacturers have to sell char- 
acter as well as merchandise. They | 
have to learn to talk in the lan-| 
guage of the customer. There are. 
stories in every company that! 
could be used to help make indus- 
trial advertising copy more inter-| 
esting, more memorable, and more 
effective... 

Remember, as_ business paper. 
salesmen you are not selling space, | 
you are selling advertising, the | 
function of which is to open men’s | 
minds to new ideas, and to show | 
them a world of new opportuni- | 
| ties. 
—L. E. McGivena, president, L. E. 


McGivena & Co., at a meeting of 
the New York Dotted Line Club. 


|Support for the Wholesaler 

| If you want to get sales support 
|from the wholesale salesman, give 
‘him sales support. Make his job 
/easier—give him a proper presen- 
‘tation of the product and the why 
and wherefore of its selling—but 
‘boil it down to a minimum of bulk 
‘and conversation; above all give 
him a “starter”’—a “gimmick” to 
/break the surface with—to arouse 
curiosity and interest. 

| Bear in mind this point of great 
importance: In the days ahead, as 
‘retail selling becomes more and 
more competitive, the wholesale. 


| all the economists were laid end 


all directions. 


salesman is going to have to give 
more and more time to educating 
a new generation of retail store- 
keepers and clerks in general re- 
tailing practices. A very high per- 
centage of present day retail clerks 
know mighty little about competi- 
tive retail selling and service. To 
educate them is going to be every- 
body’s job—on both sides of the 
counter. 


~—Brief, published by 
Associates, Boston. 


the Callaway 


All Directions 

Recently, one of our leading 
economists stated that we were to- 
day only spending 92¢ out of the 
dollar as contrasted with a “norm” 
of 95¢. He further stated that in 
his opinion salesmanship could not 
pick up this slack and that the re- 
sult would have to accrue from 
technological advances in prod- 
ucts. 

With all due respect to this emi- 
nent economist, I believe it pretty 
naive thinking to conclude that 
improved products automatically 
generate their own demand. If 


to end, they would still point in 


—Arthur H. Motley, president, Pa- 
rade Publication, speaking at the an- 
nual meeting of the Chamber of Com- 
merce of the U. S. 


Opportunity for Improvement 

One of the sectors of the public 
relations front that is neglected to 
a surprising extent, even in com- 
panies considered quite public 
relations-minded, is packaging 
and labeling. Anyone who is skep- 
tical of the opportunites for im- 
provement here need only read | 
over the text on 25 packages of 
popular household commodities of | 
different manufacturers, picked | 
up at random. That test will spot- | 
light the wide differences in the 
“T-want-to-help-you” impression | 
they give—reflecting correspond- | 
ing differences in the amount of. 
public relations thinking that was 
done in creating them. 


—William G. Werner, manager, public 
relations division, Procter & Garnble 
Co., speaking at the first Hawaii 
public relations conference in Hono- 
lulu, April 24. 
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Rough Proofs 


After another unsuccessful bout 


with J. Pluvius at their White Sul- 
phur convention and golf tourna- 
ment, the magazine publishers may 


be considering offering their serv- 


ices to some arid area as qualified 


rain-makers. 
. J 


Orthography note: The Pullman 
Co.’s office in Chicago stamps tick- 
ets for the home of the Greenbrier 
in its own inimitable way: White 
Sulpher Springs. 


“New York restaurant offers 
service for lunchtime dictators.” 

Probably figured that the cost of 
replacing table linen was getting 
too high. 


The boys who want to telephone 
and dictate in restaurants are the 
same ones who carry portable re- 
corders on plane rides and are 
never seen without bulging brief- 
cases. 


A Washington agency says media 
must look to a delinquent client in- 
stead of itself for payment of bills 
for space_and time. 

Didn’t the Four A’s write a dec- 
laration of independence from cli- 
ents into its standard contract? 


The Old Professor says the best 
way to bring on a recession is for 
business men to keep telling each 
other that one is on the way. 


Mercury, after sizing up the ob- 
vious charms of Miss America, is 
going to tie to Mrs. America in its 
1953 promotion. It knows who has 
permanent-possession of the family 
pocketbook. 


A “top-flight Cleveland com- 
pany” is advertising for a young 
man of 25 to 35, whose duties will 
consist merely of writing major 
policy speeches for its executives. 

At 25, a speech-writer is confi- 
dent he knows all the answers. 


Embattled bus riders lost a few 
skirmishes along the way, but seem 
finally to have delivered a knock- 
out blow to transit radio. They 
were much louder than the loud 
speakers. 


Clyde Bedell says many stores 
“waste vast amounts of 220-volt 
space by putting into it 6-volt ad- 
vertising.” 

They want to be sure that not 
even their salespeople get a shock. 


The Alaska salmon is going to 
be advertised by one of five agen- 
cies, and the industry is trying to 
make sure that the big one doesn’t 
get away. 


Holding press conferences is a 
favorite diversion of big business 
brass, and the only difficulty is 
that their ghost writers are not al- 
ways at hand to guide their re- 
marks. 


Copy Cus. 
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POPULATION Phitadel- 


phia area, over 4,500,000 persons 


RETAIL SALES Phitadel- 


phia area, over 4 billion dollars 
yearly 


MANUFACTURING 


Delaware Valley is World's Great- 
est Industrial Area 


STABILITY Diversified indus- 


try means steady employment, 
fewer fluctuations in labor force 
... always a sure market 


THE GROWTH FACTOR 


Capacity and potential for dynamic 


expansion 


Che Philadelphia Pnquirer 


Constructively Serving the World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfleld 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigon 0259 


A mammoth market opportunity shapes up in 
Delaware Valley’s first four dimensions alone. 
Here today, industry invests a record $1% billion 
in expansion. Bigger incomes boost better living 
for 1% million families. Here tomorrow, the “5th 
Dimension” —the growth factor— promises higher 
sales curves at even lower advertising cost. With 
its dominant influence on progress all over 
Delaware Valley, THE PHILADELPHIA INQUIRER 
raises returns on advertising dollars for the 


Valley’s most successful advertisers. 


e 5" Dimension’ =f 


RAISES THE EARNINGS OF ADVERTISING DOLLARS IN 


DELAWARE VALLEY, U.¢.A. 


THE GREATER PHILADELPHIA MARKET 


Now in its 20th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 
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Big Plant Built to Handle Yellow-Page 
Advertising in Smaller Telephone Books 


CuHIcAaco, May 26—There’s mon- 
ey in “yellow page” advertising, 
and General Telephone Directory 
Co. has a new $1,000,000 plant to 
prove it. 

Opened this spring in suburban 
DesPlaines, the building is the first 


constructed exclusively for compil- | 


printed on either a Webendorfer 
roll fed press with a capacity of 
12,000 32-page forms an hour or on 
two Miehle sheet fed presses used 
for covers and small directory text 
pages. 

Type from previous editions is 
brought up to date with new list- 


ing and printing telephone books.) ings punched on tape fed into In- 


This year the company will pre- 
pare and distribute some 2,000,000 
copies of 500 directories for 150 
independent telephone companies. 
This makes it second in the field 
to the Bell System. 

General Directory, a subsidiary 
of General Telephone Corp., Long 
Beach, Cal., has a history of in- 
creasing sales which reflects the 
growth of telephone book classi- 
fied advertising: Since its found- 
ing in 1936, the directory com- 
pany’s ad sales have jumped from 
$185,000 to more than $6,600,000. 


s Contributing to the rise, accord- 
ing to Frank Davies, president of 
General Directory, are increasing 
population in areas served by inde- 
pendent telephone lines and an ag- 
gressive sales campaign. 

General cperates by sending 
crews of salesmen into areas where 
it has contracts with local phone 
companies. It then sells space to 
local businesses, prepares ads, 
prints and distributes the books 
from listings supplied by phone 
companies. For this General re- 
tains a percentage of the classified 
revenue, which approaches 45% 
depending on the size of the book 
and the amount of classified space. 

General Directory also _ has 
agreements with other directory 
printers whereby trade name and 
trademark identification of dealers 
in various cities can be sold by one 
and printed by another directory 
firm. 

Advantages of centralized oper- 
ation, according to Mr. Davies, in- 
clude freeing telephone companies 
of maintaining sales and produc- 
tion staffs. More important, he 
adds, is increasing classified ad 
revenue as much as three times by 
use of “a comprehensive and sci- 
entific approach to ad sales.” 


# Another advantage is specializa- 
tion and cost-cutting production 
methods. Directories are litho- 
graphed in two columns and 


If you uge 
PRESENTATIONS 


you should know 
CHARTMAKERS 


There's nothing that can do more 
to complement all the time and 
work you put into a presen- 
tation than creative layout and 
production by The Chartmakers. 


HERE in one shop are complete 
facilities, a large and expert 
statf backed by years of 
experience in designing and 
producing every type of visval 
presentation. 


let us show you somples 


THE BEST VISUALIZATION 
COSTS NO MORE AT... 


480 LEXINGTON AVENUE 
NEW YORK 17, N.Y 
MUrray Mill 8.2760 


tertype setters. Heads are set by 


Varitype or 35mm film process. 
_ One of the final operations is 
the punching of a hole through the 
upper left corner of each directory. 
Whether they live in Miranda City, 


| Tex., a community of 86 telephone 
subscribers, or Muskegon, Mich., 


where the directory consists of 400 
pages, small town telephone users 
still seem to like the phone book 
hanging from a nail in the wall. 


Simpson Joins William Kamp 
Jon W. Simpson, formerly ad- 


vertising manager for the Emeco 
Corp., Hanover, Pa., maker 
sculptured works, has joined Wil- 
liam B. Kamp Co., Lancaster, Pa., 
agency. 


Forbes Lithograph Boosts 2 


Robert M. Lawrence, v.p. and 
New York sales manager for 
Forbes Lithograph Co., Boston, has 


_been promoted to assistant general 


sales manager, a new post. Thomas 
B. Hand, a veteran Forbes sales- 


man, will succeed Mr. Lawrence Nicola Don Klein, 
,as New York sales manager. 
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Chicago Marketers Elect 


Alexander T. Bush, manager of 
the statistical analysis department 
of Acme Steel Co., Chicago, has 
been elected president of the Chi- 
‘cago chapter of the American 
Marketing Assn. Other officers 
‘elected are J. Edward Wilmotte, 
Workman Service, Ist v.p.; Sey- 
mour Banks, Leo Burnett Co., 
| 2nd v.p.;-Jean Fletcher, Bureau of 
Advertising, American Newspaper 
|Publishers Assn., secretary, and 
the Chicago 
Tribune, treasurer. 
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a — A NEW OPPORTUNITY FOR COMIC 

MN SUPPLEMENT ADVERTISERS TO GET ALL THE 
BENEFITS OF THE COLOR COMIC MEDIUM 
WITH NONE OF THE 
DISADVANTAGES... 


STARTING WITH THE 
OCTOBER issue, 


Boys’ LIFE Witt 
INCREASE ITS 


published by the Boy Scouts of Amerie 


Boys Life ... .. 
YS of FOR ALL BOY 


o 


LIMITED AMOUNTS OF 
ACCEPTED! 


FIRST COME, 
FIRST SERVED! 


ITSELF / 


ADVERTISING WILL BE 


pe 


BECAUSE BOYS’ L/, 
COMICS REFLECT THE GOOD 
TASTE AND INTEGRITY OF 
BOYS’L/FE MAGAZINE 
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‘Transporte Moderno’ Bows 


A new publication, Transporte 
Moderno, has been formed with of- 
fices at 220 E. 46th St., New York 
17. Co-publishers are Paul and 
Norman Green. Dealing with up- 
to-date methods of warehousing 
and transporting materials, the 
magazine will be published in 
Spanish with a Portuguese sup- 
plement for Brazil. The first issue, 
July-August, will go to a con- 
trolled circulation list of 22,000 
transport men in Latin America. 
Norman Green is advertising di- 


‘rector. One time b&w rate is $480. 
Norman Green formerly was with 
Better Living. Previously, he and 
his brother were partners in the 
exporting business. 


| WISE, Wallace, N. C., Bows 


WISE, the first radio station for 
Wallace, N. C., has gone on the 
air, operating on a frequency of 
1,400 kilocycles with a power of 
250 watts. Monday through Fri- 
day the station will air from 6 a.m. 


to 10:30 p.m., and Saturday and) 


‘Wings Shirt Takes 8-Page Ad 

Wings Shirt Co., New York, has 
used an eight-page ad in the May 
8 issue of Men’s Wear Magazine, 
|New York, to tell its history. The 
editorial type ad was used on the 
/ occasion of the company’s 25th an- 
niversary. 


‘Better Living’ Boosts Crews 
Tom B. Crews, who has been in 

the Chicago office of Better Liv- 

ing, has been promoted to manager 


of the magazine’s Philadelphia 


N.Y. Stock Broker 


Runs Cartoon Ads 


New York, May 26—First in a 
new series of cartoon-type ads for 
a New York stock broker appeared 
last week in 27 newspapers in 30 
cities. The series to run every other 
week for the remainder of the year 
is sponsored by Paine, Webber, 
Jackson & Curtis. Doremus & Co. 
is the agency. 


Sunday from 6 a.m. to 11:05 p.m. | office. The campaign, originated by | 
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SPACE UNITS AVAILABLE 
MAKE IT AN EASY PRODUCTION 
JOB TO CONVERT FROM REGULAR. 
NEWSPAPER. COMIC. 
SUPPLEMENT SizEes* 


* PRODUCTION FORTHE ENTIRE 


BOYS’ LIFE comic SUPPLEMENT 
IS HANDLED BY JOHNSTONE AND CUSHING 


te eS 
 ...1OMAKE ROOM FOR 


15 


Luttrell Maclin, the stock exchange 


‘company’s advertising and public 


relations director, will alternate 
with the company’s usual sales 
copy. First in the series shows a 
fisherman, his hook snagged in a 
tree, and tie-in copy suggests any- 
one “can get unsnarled at Paine 
Webber no matter what his invest- 


| ment problem.” 


Illustrations and copy, which 


are marked departures from con- 
'ventional brokerage advertising, 


are somewhat experimental, Mr. 
Maclin says, and are designed to 
instill a friendly feeling toward 
the company and its services. 


Knight Advertising Adds Two 


Hydro-Hone Corp., Los Angeles, 
manufacturer of Hydro-Hone liq- 
uid blast equipment, has appointed 
Vick Knight Advertising, Los An- 
geles, to handle advertising, pub- 
licity and sales promotion. The 
agency has been nam;cd also by 
United States Pumice Supply Co., 
Lee Vining, Cal., to promote the 
Grillmaster pumice block and a 
new item now being tested in the 
cosmetic field. 


Kling Starts 3-D Films 


Kling Studios, Chicago, has 
started production of commercial 
three-dimensional films. Kling is 
using a system built on synchron- 
ous Mitchell 16mm cameras. The 
first of these films is being made 
for Admiral Corp., Chicago, which 
will use a three-dimensional color 
sequence to announce its 1954 line 
of television models. 


2g 
Dida 
customer 
forget 
you 
today? 


a? 


Here’s a brand new way to 
make sure your customers 
remember you 


Tatum MONOGRAMS: 


with your name here 


THE ADS! AD LINAGE ALMOST 


20% OVER 1952 THE FIRST 
SIX MONTHS...1952 WAS 21% 


OVER 195]...AND THIS JUNEIS 


EDITORIAL 
MATERIALS... 
MORE FICTION... 

SPORTS... 
ADVENTURE..: 
—va, ‘HOW-TO... 


WILL BE ADDED 
TO THE GENERAL 
SECTION AS 


et 


Bao aR 


2 PARK AVENUE, NEW YORK 16, N.Y. * 9 WEST WASHINGTON STREET, CHICAGO 2, | 
80 BOYLSTON STREET, BOSTON 16, MASS. + 2412 W. SEVENTH ST., LOS ANGELES 5, 


es oom 
aw 
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a on 2-color metal plate 


metal 
construction 


KEEP YOUR 
NAME UP FRONT 
4 ways 


| 1, Strong attention value...your ad is sure 
to be seen 


2. High readership...your ad is rarely 
out of sight 


3. Repetition builds remembrance... your 
ad sells all day...every day 


4. No competition...your message is read 
without distraction 


Ask your stationer or office supply firm for 
details and quantity prices of MONOGRAM 
| Staplers, or mail coupon today. 


TWILSON JONES COMPANY! 
| 209 S. JeffersemiStipChicago 6, Wl. ¢ 
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Westinghouse Takes 
to the Road With 
Industrial Exhibit 


PITTSBURGH, May 26—Westing- 


house Electric Corp. last week be- 
MORE i INAGE gan a nationwide tour of a mo- 
electrical controls, circuit breakers 
and motors. 

'truck with a roomy, van-like body 
than any of the 11 other —the exhibit combines the best 
/ meeting and a salesman’s call to) 
|show samples, according to West- | 
i Y | inghouse. 
The demonstration is keyed to) 
‘the theme of automation—use of 
/'machinery to reduce production | 
onstration, the 11-hour sales pitch 

in th | 

in the | 
|@ Showings are being scheduled 
d “equipment manufacturers and se- 
‘display coach is expected to visit 
general groups ‘about 350 plants in 14 months, 


Elks Magazin 

bile demonstration of industrial 
e 

1n 1952 over 1951 | Housed in a display coach—-a 
parts of a trade show, customer 
MAGAZI a FS | costs. In addition to product dem- 
_includes motion pictures and slides. 
fraternal outdoor | by Westinghouse salesmen before 
3 engineers at plants of original 
‘lected large user customers. The 
| starting in the Midwest, then head- 


|ing west and southwest. It is 
scheduled to visit New England 
and New York next fall. 

| The body of the coach was cus- 
‘tom built by Gerstenslager Co., 
Wooster, Ohio. Exhibits were de- 
|signed by Gardner Displays Co., 
| Pittsburgh. 


Lamb Joins Fisher & Gannon | 
Patricia Lamb has been ap- 
' pointed head of the radio and tele- 
vision department of Fisher &)| 
Gannon, San Francisco agency. 


A dollar buys 89.4% more on 


than on Shreveport’s 


MAGAZINE 


New York © Chicago © Detroit ¢ Los Angeles 


second station! 


B KWKH 
LISTENERS PER DOLLAR 


Any way you look at it, KWKH is far and away the (1-time, '4-hour daytime rates) 
best radio buy in the important Arkansas-Louisiana- 


Texas area around Shreveport. 


50,000 Watts e CBS Radio 


KW KH 


A Shreveport Times Station 


tion Audience Report—the more conservative of the pre 


SHREVEPORT _ 


On a “cost-per-thousand” basis, for example, KWKH 
delivers 89.4% more Average Daily Listeners than 


Shreveport’s second station! 


These audience figures are from the new Standard Sta- 


LOUISIANA 


The Branham Company, Representatives 
Henry Clay, General Manager 
Fred Watkins, Commercial Manager 


two recent audience surveys made in this area. 


Your Branham man will be glad to give you all the 
KWKH facts. Or write us direct. 


Getting Personal 


Cliff Gill, operations manager for KBIG, Catalina, has been named 
a member of the membership and public relations committee of the 
Los Angeles Tuberculosis Assn. for the second year... 


Elaine K. Sewell, p.r. director of Anderson-McConnell Advertis- 
ing Agency, Los Angeles, has been elected president of the Los An- 
geles Alumnae Assn. of Theta Sigma Phi, national professional 
sorority for women in journalism. Also elected were: v.p.s Patricia 
Penney, Harry Bennett Advertising Agency, Natalie Giddings, Glad- 
ding, McBean & Co., and Mrs. Homer Toberman; treasurer, Phyllis 
Hudson, Glendale-Press; secretaries, Roxie Howlett, Los Angeles 
Times, and Jessie Stromberger; archivist, Mrs. Donald C. Collins; 
correspondent, Norma Goodhue, Los Angeles Times. 


Samuel Rouda, advertising production manager of Kroger Co., 
has been selected to receive the “Advertising Man of the Year” 
award of the Advertisers Club of Cincinnati... 


Leonard N. Simons, partner in Simons-Michelson Co., Detroit 
agency, has been elected president of Temple Beth El, oldest Jewish 
congregation in Michigan and now in its 103rd year. It’s believed to 
be the oldest reformed congregation in the world... 


ANNIVERSARY—Herman C. Sturm (right), advertising and sales manager of Busi- 

ness Week, celebrating his 15th anniversary with the publication, receives a gold 

watch from John H. Stevenson, New York district sales manager, to mark the occa- 
sion. At left is Walter Persson, promotion manoger. 


Jules Herbuveaux, assistant manager of NBC’s WNBQ and WMAQ 
in Chicago, has been cited by Chicago Unlimited as 1953’s ‘“‘Man of 
Achievement in the Field of Television.” The scroll presentation 
program included taped testimonials by graduates of the “Chicago 
school” of radio and TV who have migrated to New York and Holly- 
wood... 

W. H. (Ty) Cobb, publisher of Newsdealer magazine, has been 
commissioned as colonel on the staff of Gov. Robert F. Kennon of 
Louisiana... 

George J. Sherwin, v.p. of G. M. Basford Co., New York, has cele- 
brated his 25th anniversary with the agency. At a staff luncheon 
marking the occasion, he received an engraved watch and plaque... 


The greater Boston Chamber of Commerce elected John Donnelly, 
v.p. of John Donnelly & Sons, to serve as its chief for a three year 
term... Samuel Dalsimer, senior v.p. of Cecil & Presbrey, is chair- 
man of the advertising division for the 1953 Joint Defense Appeal. .. 

Twelve out of the 15 television promotional designs on display 
at the 32nd annual national exhibition of advertising and editorial 
art were the work of Georg Olden, graphic arts director for CBS-TV. 
He was winner of the New York Art Directors Club medal... 

A combination of business and pleasure took Samuel L. Meulen- 
dyke, president of Marschalk & Pratt, to Europe. He and Mrs. Meul- 
endyke sailed May 19 on the Swedish American liner M. S. Stock- 
holm to visit National Lead Co.’s titanium pigment plant in Norway 
and International Nickel’s offices in Paris... 

Among the judges for Sylvania Electric Products’ third annual 
Sylvania Television Awards are G. D. Crain Jr., president of Ad- 
vertising Publications Inc., and Raymond Loewy, industrial designer. 
The 1953 awards will cover programs on the air from Nov. 1, 1952, 
to Oct. 31, 1953... 

Terry Lee, sales manager of WFAA-TV in Dallas, and his wife 
Paige are parents of Cathy Patricia, born on May 15...It was noth- 
ing as usual as cigars when it came to promoting the new son ot 
Glenn Scott, production manager of Merritt Owens Advertising 
Agency, Kansas City, Kan. Glenn sent out packages of chewing gum 
with over-wrap labels saying “Here’s a treat on the Scotts—it’s a 
boy.” Vital statistics were printed on the sides of the label: Name, 
Terry; weight, 8 Ibs. 3 0z., born March 23. 

Bob Teeter, commercial manager of KYW, Philadelphia, and 
Mrs. Teeter have adopted a six weeks old boy they’ve named John 
David...Charles Blossfield of John M. Hurley Associates, Hartford 
public relations concern, has been elected to the seven-member 
Town Council of suburban West Hartford, Conn... 

Lionel S. Jackson, assistant to the publisher of the New Haven 
Register, has been reelected to the board of the New Haven Boys’ 
CHUB. « 

Walther Buchen, head of the Buchen Co., Chicago, left with Mrs. 
Buchen on May 23 for a trip to Norway. They will be away four or 
five weeks... 

Col. John R. Reitemeyer, publisher of the Hartford Courant, heads 
the p.r. and servicemen’s committees of the greater Hartford 
Tam... 


Advertising Age, June 1, 1953 
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For each advertising dollar you spend, LOOK 


delivers more readers among men with a college 


education than any of the other big magazines 
in the weekly field... Life, Post or Collier’s. 
LOOK makes your ad dollars work harder. 


CO am ie aah, aL ges 


Fe eaieacailn 


Beginning June 16th 
LOOK’s circulation goes above 3,700,000...a bonus of 


approximately 500,000, with no increase in rates during 1953 


GARDNER COWLES, EDITOR 
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IGA SUNNY MORN... makes 


Really Good 
Cup of Coffee 


Three great IGA blends to 
satisfy all tastes: Sunny 
Morn, Royal Guest and 
IGA De Luxe Coffees. 


a mn 
i Its coffee 
‘nesta week at your 


Shop at your completely stocked — 
sparkling clean—IGA Food Market. 
See what a pleasure it is to trade 
with a food merchant who takes a 
friendly personal interest in saving 
you money every day. 


‘ 


Anutime...anywhere 


You'll enlarge your reputation as a 
maker of good coffee—every time, on 
any occasion—with mild, mellow IGA 
Sunny Morn Coffee, a national favorite. 
It’s fresh-roasted, whole bean coffee 
with flavor sealed in by nature ’til you 
buy it. Then it is ground exactly as you 
wish it, and priced as you like it, too. 


IGA Brand Coffees are sold only in 
IGA Stores—a coast-to-coast team of 
independent grocers who own their 
own stores and supply millions of 
families like yours all well-known food 
brands at prices as low as, or lower 
than, those of any food system. 


Low prices every day! 


"7 4 


INDEPENDENT GROCERS' ALLIANCE UNITED STATES AND C 
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the sale of their coffee in the month of March 


@ There are more than 5,000 full-fledged IGA 
stores and 4500 cooperating stores in the IGA 
food system. Served by 83 IGA wholesalers their 
retail sales in 1952 were in excess of two and a 
third billion dollars. With them coffee is big 
business! 


This is what IGA did 


To better acquaint customers with Sunny Morn, Royal Guest and IGA 
DeLuxe coffees, a one week retail store promotion was planned —at 
regular prices—Coffee Fiesta Week, March 30th through April 4th. 


Knowing that 60°, of their stores are located in the Country-Side 
market IGA spearheaded 
this promotion with a full color page in the biggest thing in the 
Country-Side market— the Country-Side Unit. 


places of less than 10,000 population 


GETS BIG IDEA 


How the Country-Side Unit helped IGA more than double 


The Country-Side Unit—the biggest thing 


WHAT DOES THIS MEAN TO YOU? 


60°, of all food stores are located in the Country-Side market. 
More than half of all retailers are there,too. The Country-Side 
Unit not only has the power to meve its more than 4 million 
subscriber families it has the power to move the men in 
distribution, for it is by far the biggest thing in the Country- 


Side market. 
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Full color blow-ups of the 
advertisement were made available through IGA wholesalers. 


No other advertising was done by IGA. 


Don Grimes, President of IGA, says: 


“This was by far the most successful promotion we have ever had. 
We attribute a very large share of this success to the tremendous 
enthusiasm generated among our wholesalers and retailers by our 
choice of the Country-Side Unit for the advertising. Ninety-two per- 
cent of our stores participated and made use of the display material. 


“All during March retailers were stocking up for this promotion, Our 
records show that our wholesalers moved 134°, more IGA coffee 
in the first 26 days of March than in the whole month of March 
1952. Reports from retailers now coming in show comparable 
increases. 


“We'll be back tn the Country-Side Unit with our next IGA 
promotion.” 


in the Country-Side market 


FARM JOURNAL, Inc. 


Washington Square, Phila. 5 


Graham Patterson, Publisher 
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i Roll Named Executive V. P. 
2 Lyle C. Roll, v.p. and assistant 
“"s to the president of Kellogg Co., 


Battle Creek, has been named to 
the newly created post of execu- 


tive v.p. Mr. Roll, who has been 
with the cereal manufacturer since 
1927, was at one time assistant 
general manager and sales man- 
ager of Kellogg Co. of Canada Ltd. 


: 2) ADVERTISING DISPLAY CO. 


118-124 WEST PEARL ST., CINCINNATI 2, OHIO 


COMPLETES SALES 
AT POINT OF SALE 


“TIES IN ALL OTHER 
"TYPES OF ADVERTISING 
| AT POINT OF PURCHASE 


Producers of illuminated and non-illuminated types of signs. 


Serving manufacturers of brand-name products from coast to coast. 


Representatives in principal cities 


Vermouth Importer Doesn't Like 
the Ads He Sees on Dry Martinis 


NEw York, May 26—Distillers 
and importers of gin spend millions 
to sell quality and brand prefer- 
ence, but not “one red cent for in- 
surance, insurance that a genuine 
dry vermouth wil! be used to pro- 
tect the quality of the gin.” 

Believing that something should 
be done about it, Munson G. Shaw 
Co., importer of wines and spirits, 
and sole U.S. representative for 
Noilly Prat, French dry vermouth. 
has just completed a survey of 
vermouth sales in the American 
market. 

In the domestic field, the study 
shows, $4,000,000 were spent for 
advertising and promotion in 1952 
by five leading brands of gin. Al- 
though the survey does not name 
them, these are assumed to be Gor- 
don, Seagram, Gilbey, Fleischmann 
and Hiram Walker. 


The Shaw Co. is naturally inter- 
ested in gin, because a dry ver- 
mouth has to be used every time a 
Martini or Gibson cocktail is made. 


8 But at today’s ratio of mixing 
four or five parts gin to one part 
vermouth, it is estimated that not 
more than five ounces of dry ver- 
mouth is being used to every 25.6- 
ounce bottle (45 quart) of gin. 

In other words, says Munson G. 
Shaw Jr., executive v.p. of the 
company that bears his name, mil- 
lions are being spent to sell gin 
preference but virtually nothing 
is being spent to protect the quality 
of the gin by telling people why a 
genuine dry vermouth is essential 
for quality Martinis and Gibsons. 

The vermouth market in this 
country, prewar, was dominated by 
imported vermouth, according to 


IOWA PEOPLE 


hub Payoh 
BY RADIO! 


lowa Radio Users Spend More Than Twice 
As Much Time With Radio As With 
All Other Media Combined! 


Ever wonder what women do, all day long? Well, we 


know so far as lowa 


radio users are concerned — 


information gathered from thousands of diaries kept 
for the 1952 lowa Radio-Television Audience Survey. 


Here it is: 


WEEKDAY 
Using the radio 
Watching television 


Reading daily newspaper 
Reading weekly newspaper 


Reading a magazine 


Working in the home 
All other (eating, etc.) 
Total, at Home and Awake* 


WOMEN (Over 18) 
5.75 HOURS 
1.56 
0.49 
0.08 
0.39 
6.06 
3.35 
12.90 


*Above figures are for in-home listening only—do not include 
hours spent listening to car radios, etc. Column does not add 
to this “Total home” figure because of multiple-activity by 


some individuals. 


WHO 
PROGRAM 
SCHEDULE 

FREE 

CoPY 
On 
REQ@UEST- 


—, 


Please note that lowa women spend more time with 
radio than with any other single activity except working. 


Iowa people spend more time with WHO than with 
any other Iowa station. Write for your copy of the 
Survey, today. You'll find it invaluable. 
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. 50,000 Watts — 


x 


ss 


B. a Palmer, f resident 


‘ 
/ 


Ra FREE & PETERS, INC. 
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National Representatives 
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Mr. Shaw. The average gallonage 
figures for the period 1936-1940 
show imports were 1,264,654 gal- 
lons, and domestic production 
averaged 265,221 gallons, a ratio 
of six to one in favor of imported 
vermouth. 


@ Then the war came along, sup- 
plies were largely shut off and 
domestic vermouth mushroomed 
onto the scene. The 1941-1945 aver- 
age shows domestic vermouth at 
2,132,960 gallons and imports at 
579,116 gallons, a ratio of four to 
one in favor of domestic vermouth. 
During that period most of the im- 
ports came from North Africa and 
South America. 

The postwar picture shows a 
slow trend back to imported ver- 
mouth. In 1952, imports were 1,- 
601,371 gallons against 3,050,376 
gallons of domestic vermouth sold. 
The ratio is about two to one. 

In comparison, it is interesting 
to note that in 1952 domestic gin 
bottled as 15,428,704 gallons and 
imported gin totaled 117,684 gal- 
lons. Domestic gin production was 
up 4.3% in ’52 over ’51, while °52 
imports of gin dropped 8.8% under 
*51. Gin consumption is about 8% 
of all spirits sold in the U.S. 


s “During the war,” Mr. Shaw 
says, “the consumer commenced to 
judge dryness in his Martini by 
sight, rather than by taste. When 
he saw any color in his cocktail 
he sensed an over-abundance of 
vermouth in the mixture. 

“Domestic manufacturers of ver- 
mouth, quick to merchandise their 
wares, immediately started making 
almost colorless vermouths. This 
condition grew progressively worse 
and even some of the foreign man- 
ufacturers tried to meet the color 
line. 

“The ghost the consumer saw in 
his Martini in war days, has now 
returned to plague him. The al- 
leged 10 to 1 Martini,’”” Mr. Shaw 
says, “‘can be a 1 to 1 drink today. 
The vermouth is_ colorless, in 
some cases fortified with neutral 
spirits, which are almost colorless, 
and so thin in body only the 
trained taste of a connoisseur could 
detect it. 


8s “No vermouth wines are color- 
less,’ Mr. Shaw says. “Some color 
has to be there to get body and 
bouquet, to say nothing of the 
essential herbs and aromatic flow- 
ers that spice these wines and earn 
for them the true designation of 
vermouth. 

“The ‘extra dry’ 5-6-7 to 1 Mar- 
tini drinker, whether he knows it 
or not,” Mr. Shaw says, “is only 
cheating himself socially and has- 
tening the day when he becomes a 
problem or is forced to abstain 
entirely.” 

Vermouth advertising, Mr. Shaw 
estimates, is about $1,000,000 a 
year. About three-quarters of this, 
he says, is spent by importers. Of 
the total, about $787,741 is spent in 
magazines, business papers and 
newspapers. The remainder goes 
into point of sale material, dealer 
promotions, gadgets, etc. 

Mr. Shaw believes that gin dis- 
tillers should protect the quality 
of their product by paying more 
attention to other products that are 
used as mixers. 


Jaguar Cars Names Eerdmans 


Johannes Eerdmans has been 
named chief executive of North 
American sales for Jaguar Cars 
Ltd., Coventry, England. His du- 
ties will include supervision and 
coordination of sales, advertising 
and service for the four Jaguar 
models in the U. S., Canada and 
Mexico. He will headquarter in 
New York. 


Goebel to KTYL-TV, Phoenix 
Richard E. Goebel, formerly ac- 
count executive with Advertising 
Counselors of Arizona, Phoenix, 
has been appointed executive as- 
sistant to Harry L. Nace Jr., pres- 
ident of KTYL-TV, Phoenix. 
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Increases 


Circulation Guaran 
0 


2,300,000 


Effective with the November, 1953, issue, BETTER LIVING will in- 
crease its circulation guarantee to 2,300,000 annual average net paid 
—a gain of 200,000, or almost 10%. 


BETTER LIVING right now is delivering well in excess of this new 
guarantee through the more than 9,000 supermarkets that distribute 
it each month. 


In these BETTER LIVING stores, more than 10% of America’s food 
dollar is spent. 


These are America’s successful food merchandisers. They are proud 
of BETTER LIVING. They put all their selling drive behind it. 


This store power—plus the editorial excitement that packs BETTER 
LIVING’s pages — gives BETTER LIVING more power to sell your 
products, and keeps BETTER LIVING’s circulation guarantee going 
up steadily. 


Beller] AMINO The Magazine Officially Sponsored by Super Market Institute 
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Sunkist Growers Will Repeat Protopectin 
Theme in $1,000,000 Valencia Orange Drive 


Los ANGELES, May 27—Sunkist | Each of these periods will concen- 
Growers has begun its annual ad- trate upon a specific theme 
vertising and merchandising cam- The first general ma tin ! 
paign for Valencia oranges, now sertion, a color page om ag on 
going to eastern markets. General week jn Lite, ott tetiee ! ore 
ot A panaey supplements, to follow in July and Sipienioar 
newspapers, radio and television Schedules in Ladies’ Home ome. 
9g -" y peal mer tet budg-' nal and Today’s Woman will fol- 
et, based on an assessment of 8¢ jow the same pattern. Three f * 
per packed box equivalent, is just color back covers wil? e full- 
under $1,000,000. run in The 
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Sat ; j 
fies, bees Ce coe ae The September drive calls for! owner of WBCU, Union, S. C., has 
Ge ne ork ~~ re ned ine 10 TV spots in 54 TV markets and/ sold the station to Edward me Os- 
aes Peo ter- 25 spots in 10 radio markets. borne and James F. Coggins, man- 
y. The more than 40 Sunkist dealer | @8er of WKDK, Newberry, S. C. 
® Full-color ads will also run in tthe Wiebaaiile’ eon sat at raged Cc 
; ‘ and retail trade to Names i 

he ametnn Weekly during May Coordinate these promotions at the | Life ue ae a ini 

y and in Parade in June, | local level. | Richmond has a cota d Cargill 
a ng and September. Foote, Cone & Belding, Los An- & Wilson, "Richmona. to hendie he 
- ae of the three drives will be geles, is the Sunkist agency. |advertising. Lines to be serviced 
supplemented with three columns include life, accident and sickness, 


by 20” b&w ads in 334 newspsz Ini and italizati 
s in 3% papers Sells WBCU, Union, |and hospitalization and group pol- 
in 234 major markets. to run July on, S. C. icies. Previously, D. D. Staples ‘Ad. 


Everette Hughe i sei : 
19, ‘ , ghes, president of s ; 
July 22 and Aug. 2. Union-Carolina B asti af Pr dprsn  amaaae Richmond, had 


This year’s campaign will con- 
tinue and broaden the “protopec- 
tin” theme introduced last year, 
according to Russell Z. Eller, Sun- 
kist advertising manager. He re- 
ported that the protopectin theme 
proved to be of widespread inter- 
est, as shown by readership stud- 
ies. 

“Thorough readership by women 
was over one-third higher for the 
Valencia campaign than the pre- 
vious year’s advertising, and it 
must be remembered that the 1952 
advertising program was three to. 
four times heavier in copy than. 
formerly used, and it was all blaek | 
and white,” he said. 


8 The protopectin theme is based | 
on health factors found in a whole 
peeled orange. In further invest- 
igation of this subject it was 
learned that of six known impor-_| 
tant factors contained in signifi- | 
cant quantities, four are largely | 
concentrated in the meaty solids | 
of the fruit. On this basis, the cam- 
paign will feature “New Facts | 
About the Meat of Fresh Oranges.” | 

Although the protopectin theme. 
was introduced with solid blocks 
of copy in black and white to give | 
the impression of a scientific ap- | 
proach, this year’s campaign calls | 


for full-color ads exclusively, and | 
shorter copy. 

Mr. Eller said the selection of | 
media was based on two objec- | 
tives: (1) To get as wide coverage | 
as possible, and (2) to get cover-| 
age merchandisable to the whole- | 
sale and retail trade. | 


® With this concentration upon | 
merchandisability of the campaign, | 
media have been scheduled to give | 
greatest concentration during three | 
three-week periods. One campaign | 
will run the last week of May and) 
the first two weeks of June; the | 
second the last two weeks of July | 
and the first week of August; the | 
third, three weeks in September. | 


fy Balloons @ 
me SELL: 
Groceries 


rae ‘ 
Smart Grocers 
Use Balloons... 


© To build store traffic ‘ 
+ +» Sor openings, special a Gp 
promotions ies 
© To switch traffic to lighter 
shopping days 
Balloons attractSmall Fry ‘“ 
—their moms and pops come 
along and buy! 
+ Te, decorase pot markets 
loons put i ° 
eS pers in a gay carefree 


Because Balloons... 


© are inexpensive, easy to use 

© have real toy value as premiums 
© carry your imprinted advertising 

far and wide. 

It pays you to write TODAY for 
samples, ideas, imprint and 
low cost information to 
Ad Service Department, 
The PIONFER Rubber 
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Hyatt Promotes Wardell 


Hyatt Bearings Division of Gen- 
eral Motors Corp., with headquar- 
ters in Harrison, N. J., has pro- 
moted Charles G. Wardell to ad- 
vertising manager. Mr. Wardell, 


who has been assistant to the ad-| 


vertising manager since 1945, suc- 
ceeds the late Harry M. Carroll. 


National Tea Buys 28 Stores 


National Tea Co., Chicago, has. 
purchased Food Center Stores, | 


which operates 28 stores and a 
packing plant in the St. Louis area. 


Toi i ak 118,000 as compared with $15,343,- 

Toiletries M ers 000 spent in 1948. The figures do 
{ Tt I ) not include money — spent by 

Spent $35,118, manufacturers in cooperative ad- 

pape pa | vertising. 

i News . S ce | Edward D. Russell, cosmetic and 


New York, May 26—Cosmetics toiletries group supervisor for the 


and toiletries manufacturers have! bureau, said the industry now has 


‘more than doubled their use of more retailer support than it has 
‘national space in newspapers in enjoyed for many years. 

‘the last five years. / One of the biggest dollar gains 
_ Figures released by the Bureau in 1952 was registered in the per- 
of Advertising show the invest- fumes and cosmetics sub-classifi- 
‘ment last year amounted to $35,- cation. This went from $11,470,000 
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in 1951 to $14,624,000—an increase | Drive Planned for Jersey 
of 27.5%. Dentifrice advertising | Manhattan Shirt Co., Phillips- 
rose 64.9%, to $8,968,000; antisep- Jones Corp. (Van Heusen shirts), 
tics were up 32.1% to $370,000,and Puritan Sportswear Corp. and 
miscellaneous toilet requisites; B.V.D. Co. are among the manu- 
moved up 3.1%, to $11,156,000. facturers who will be promoting 
Hellerized jersey this fall, when 
McGuire Heads Stevens Co. it will be introduced in the men’s 
Frank L. McGuire, Portland,| wear field. Both Manhattan and 
Ore., realty and civic leader, has | Van Heusen have scheduled mag- 
been named president of C. E.| azine pages. These companies and 
Stevens Co., Portland outdoor ad- Others will tell the “Hellerized 
vertising firm. Mr. Stevens, who Story through special hangtags as 
founded the company 25 years Well as standard labels on their 


ago, becomes board chairman. garments. Hellerized jersey _ is 
/made by William Heller Inc., New 


| York. 


Names Jenkins Advertising 


| North Central Plastic Inc., El- 

lendale, Minn., has appointed Ray 
‘Cc. Jenkins Advertising Agency, 
Minneapolis, to handle its adver- 
'tising and public relations. The 

company plans national advertis- 

ing to introduce Red Snap’r, a 
‘new plastic insulator for use in 
‘electric fencing. Distribution is 
/planned through retail hardware 
'and farm supply stores, and hard- 
| ware and farm supply jobbers and 


we cater to ourreaders... = 


Editorial excellence is underlined in Chilton's creed of good publishing. 


And in keeping faith with our readers, we keep faith with our advertisers. 


To sustain reader interest in Chilton publications, individual editors spend 


many an hour in personal search for facts, figures, and news vital to our 


readers. This “leg work" adds up to almost three-quarters of a million 


miles of travel each year. To make the most of what they learn, all chief 


Chilton editors regularly meet in the unique Chilton Editorial Board for 


the free interchange of ideas on how better to serve our readers. 


Readers know they find what they want in Chilton publications; know 


it is both authentic and timely. The maintenance of this editorial excel- 


lence is the reason behind sustained reader interest in Chilton publica- 


tions—the reason so many advertisers find Chilton publications the ideal 


atmosphere for advertising their products and services. 


Co TON Sees 


Opa 


Chestnut and 56th Streets 
Philadelphia 39, Pa. . 


THE IRON AGE 


+ HARDWARE AGE a 
HARDWARE WORLD * 
THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY + 

AUTOMOTIVE INDUSTRIES @ 


(Cinco RPORATED) 


100 E. 42nd Street 
New York 17, N. Y. 


MOTOR AGE * 
DEPARTMENT STORE ECONOMIST . 


COMMERCIAL CAR JOURNAL 

BOOT & SHOE RECORDER 
THE JEWELERS’ CIRCULAR-KEYSTONE 
THE SPECTATOR @ DISTRIBUTION AGE 


TOP 


PROSPECTS .# 
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8 MIDWEST 
STATES 


MIDWEST UNIT 
SUBSCRIBERS 


U.S. 
AVERAGE 
STATES a | 


VALUE OF FARM PRODUCTS SOLD 


(Average all Farms) 


In the MIDWEST 
Farming is 


Bib Buewece! 


Incomes that are more 
than twice as high as those 
of farmers in the other 40 
states make the 8 Midwest 
states your best market— 
and Midwest Unit Farm 
Papers your best media. 
Write us for a copy of the 
new special study by the 
U. S. Census Bureau and 
compare your sales with 
facts on income, invest- 
ment and production. 


Pewee Bae* 


MIDWEST soe UNIT 


= 


EST FARM MARKET IN THE 


OO 


Seles Offices: 250 Park Ave., New York 17... 
59 East Madison St., Chicago 3 . . . Russ Build- 
ing, Son Francisco 4. . . 1324 Wilshire Bivd,, 
Los Angeles 17 ... 505 N. Ervay Street, Dallas }. 
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Food Chain Stores are located in the heart of high- 
est traffic shopping areas. They are store-door neigh- 
bors of stores that sell appliances, clothing, shoes, 
drugs and hardware. 


In These Thriving Shopping Areas 
the Food Chain Store Distributors of 


EVERYWOMAN’S - FAMILY CIRCLE- WOMAN'S DAY 


Create 
@ Highest Weekly Customer Traffic 
@ High Point-of-Purchase Product Exposure 


@ Powerful Concentration of Major Purchasing 
Power for Every Product Needed in the Home 


GOOD SPACE HUNTERS ARE HITTING THE TARGET | 


NEW YORK CHICAGO 
16 East 40th Street 35 East Wacker Drive 
New York 16, N. Y. Chicago 1, Iilinois 


MU 9-4757 RANDOLPH 6-0802 


eootO Cover 
the shopping woman 


(9,550,000 of them who must go out to buy in Food Chain Stores) 


DOR 


ONLY THESE THREE 
EVERYWOMAN’S 

AND FAMILY CIRCLE 

WOMAN'S DAY 


Dominate the Food Chain Store Field 

completely. These Food Chain Stores 

account for 88% of all dollars spent in 
ood Chains. 
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WEST COAST... W. F. COLEMAN CO., INC. 


ne ene > 


Seattle, Wash. San Francisco, Calif. Los Angeles, Calif. 
1038 Henry Bidg. 300 Montgomery Street 3055 Wilshire Bivd. 
ELIOTT 4315 EXBROOK 2-0159 DUNKIRK 9-4905 
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sn ned EVER) WOMANS 


to cover the shopping women 


WHO - Shop the Number One Chain in Strategic Markets 
WHO - Represent 22% of all dollars spent in Food Chain Stores 


WHO - Respond, twice yearly, to the most powerful Chain- 


Inspired National merchandising and promotion program 
ever offered by a magazine 


WHO - Are brand-loyal and can strengthen your entire market- 
ing program in the important key markets 


EVERY WOMAN’S COVERS Tell and Sell at a Glance 
LOOK AT THE JUNE COVE 


Everywoman’s breaks with conventional magazine practice by 
putting a well stocked, open refrigerator on the June cover—a 
means of merchandising “how-to-do” editorials to women shop- 
pers. 

Who but Everywoman’s would break with tradition to better 


build woman readership—a high readership that benefits the ad- 
vertisers. 


Who but Everywoman’s would follow through with complete 
description of equipment and its ease of use in everyday meal 
planning. 


THIS IS TELLING « THIS IS SELLING 
THIS IS MEDIA-MERCHANDISING 
FOR PRODUCT ADVERTISERS 


fA) THIS IS EVERYWOMAN’S! 
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8 Buy Barth Engineering 

Eight men, headed by Charles 
Russell, have purchased Barth En- 
gineering & Mfg. Co., Milldale, 
Conn., to produce and market a 
newly developed frozen ice cream 
bar vending machine, the Video 
Vender. 


Artley Appoints Bronfeld 


Stewart Bronfeld has joined 
Artley Advertising, New York, as 
copy director. He was formerly a 
columnist for Show Business and 
most recently with the Armed 
Forces in Japan. 


‘Hairdresser’ Runs Old Ads 
American Hairdresser, New 

York, 75 years old this year, will 

publish a diamond jubilee issue in 


Remember 


WM. F. RUPERT 


When you 
need 


Compiler of NATIONAI 
RECENT BIRTH LISTS EXCLUSIVELY 
BIRTH fer cver 55 years 

90 Fifth Ave., New York 1! 
LISTS OR 5-3523 


_administrative 


July featuring reproductions of 


“fond memory” advertisements 
that have appeared in its pages 
over the years. Current advertisers 
are scheduling 1953 copy opposite 
their own old-time ads. 


Mannion Reopens Agency 
Joseph F. Mannion has reopened 

his Mannion Production Service 

Co., at 461 Bush St., San Francisco, 


sales field. Bud Landis, formerly 
advertising manager for Shell Oil 
Co., is now associated with Mr. 
Mannion. 


'Sackheim Promotes Pampel 


George B. Pampel, v.p. and ac- 
count supervisor at Ben Sackheim 
Inc., New York, has been elected 
executive v.p. Mr. Pampel was at 
one time account executive with 
Gardner Advertising Co. 


| Urmy to ‘Saturday Review’ 


Marion Urmy, formerly an as- 
sistant producer with World Video 
Inc., New York, has been named 
assistant to the 
publisher of The Saturday Review, 
New York. 


Cunningham, 


Sales Executives Pounce on Cunningham 
for Saying Salesmen Are on the Way Out 


New York, May 27—John P. 
executive v.p. of 
Cunningham & Walsh, really start- 
ed something when he predicted 
the imminent demise of the sell- 


: at., 5: ‘ing profession last month. 
following a period in the retail | 


Mr. Cunningham, addressing the 
April 24 meeting of the Ameri- 
can Assn. of Advertising Agencies, 
was reported by the New York 
Sales Executive Weekly as saying 
that “advertising is saying a slow 
‘good-by’ to the middleman” and 


“this may sadden some members, 


of the Sales Executives Club, but 
they can be comforted by the fact 


that they can exercise their tal-| 


ents on a grander scale for a 
briefer time.” 
Some of the comments and let- 


ters which have been reaching the 
Sales Executives Club of New 


York are too “hot” to publish. 


However, some of the more ob-| 
jective, rather than objectionable, 


bringing Mr. Cunningham to task 
for his anti-selling comments, fol-| 
low. 


| 
s “What will happen when the) 
going gets tough? Will advertis-| 
ing budgets be maintained at 
present levels when profits begin 
to dwindle? 

“Who is going to physically 
check dealers’ stocks to assure the 
manufacturer his products are 
available to the public? 

“Who is going to note and report 
without delay what competitors 
are doing? 

“Who is going to persuade deal- 
ers to build displays and cooper- 
ate in local tie-in promotional ad- 
vertising? 

“Salesmen going the way of the 
dodo bird? No, not so long as sales 
are made by personal persuasion 
and human contact. 

“When the time comes when 


It is remarkable how much you can enhance the 
effectiveness of your advertising dollars by the 
investment of a few extra pennies to assure ex- 
ceilent reproduction. 

Consider, for example, how Reilly has 
raised the standards of fine electrotyping—at a 
cost of just a few pennies more than the most 
ordinary, run-of-the-mill electro. 

First, we mold exclusively in Vinylite, to 
assure utmost fidelity of even the most minute 
detail. Then, by pressure casting in backing up 
the shell and by pulling a pre-finished proof, 


You can Really Rely on * : : Th 


we get the most out of the finisher’s skilled 
craftsmanship. And no job can leave our plant 
until a special staff of pressmen inspect and 


approve the final proof. 


In rotary printing, Reilly’s Centrifugal 


AIR LINES 


AIR LINES 


SPEED SLANT—United Air Lines has given 

a new slant to its identification shield to 

impart speed and movement wherever the 

emblem is used. Charles Coiner at N. W. 
Ayer & Son designed it. 


salesmen are no longer needed I’m 
sure there won’t be much need for 
advertising cithcr. 


es “Any advertising executive 
worth his salt should insist that 
his client build and maintain an 
aggressive, hard-hitting sales force, 
to realize maximum returns for 
each dollar invested. 

“On the battlefield for sales, 
advertising may be a powerful air 
force (no pun intended), but sales- 
men are the infantry which will 
always be needed to mop up and 
hold the ground gained. 

“T am sure the advertising fra- 
ternity would have a brighter fu- 
ture if they would encourage team- 
work rather than feeling ‘indis- 
pensable’ and hoping that sales- 
men are on their way to join the 
dodo bird. 


s “Maybe Huckster Cunningham 
overlooked two or three facts: 

“1. In the marketing of low 
price impulse consumer goods, the 
majority of brands—get that, the 
majority—must have their sales- 
men fight for space and position. 
That requires salesmanship. 

“2. In the case of the small per- 
centage of lucky manufacturers 
whose brands are leaders, the 
‘salesman’s’ job does not wash out. 
He is still needed, although we put 
more emphasis on his merchandis- 
ing duty. Sometimes we even go 
so far as to change his title to 
‘merchandiser’ or ‘merchandising 
salesman.’ But whatever his title, 
he still has to persuade retailers to 
go along. 

“3. Now what about the big tick- 
et consumer, commercial and in- 
dustrial items? Does Mr. Cunning- 
ham mean to say that he would 
recommend one of his accounts 


casting and patented makeready result in 
precision-perfect plates that are as famous as our 


flat electrotypes. 


All this extra care and rigid inspection gives 
you unsurpassed quality of reproduction that 
makes every advertising dollar do a better sell- 
ing job for you. You can rely on it at Reilly. 


Electrotype 


NEW YORK 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 


| dropping their dealer’s selling or- 
| ganization? If so, the competition 
|would give Mr. Cunningham a 
/great big plaque in commemora- 
tion of their subsequent drastic 
, increase in sales and profits and 
|market position.” 


Names Burlingame-Grossman 


Raymond M. Price & Associates 
|Inc., Chesterton, Ind., designer and 
/manufacturer of point of purchase 

displays, has appointed Burlin- 
game-Grossman, Chicago, to di- 
rect its advertising. Trade publica- 
tions and direct mail are planned. 


Joins Willis Advertising 
William P. Stoneham, tormerly 
with VanAuken, Ragland & Ste- 
vens, Chicago, has joined Harry G. 
| Willis & Associates, Glendale, Cal., 
'as an account executive in the in- 
dustrial department. 


M 
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Raytheon Issues ‘54 
Line Early to Meet 
New TV Stations 


Cuicaco, May 27—The host of 
new TV stations which will be 
coming on the air between now 
and July has altered the mer- 
chandising plans of at least one 
large manufacturer—Raytheon 
Television & Radio Corp. 

Most of the new stations will 
telecast on the ultra high frequen- 
cy band, and a Raytheon feature 
is the availability of UHF along 
with the conventional very high 
frequency tuners in its sets. Ray- 
theon has brought out its eight- 
model 1954 Suburban line two 
months early to take advantage of 
the new market. 

| 
# Another reason for the pre-| 
season break, W. L. Dunn, Ray-| 
theon v.p., said, is that “the indus- | 
try pattern of withholding new 
lines until midsummer tends to! 
aggravate the seasonal sales slump, | 
which is characteristic of the in- 
dustry in June and July.” Mr. 
Dunn told distributors, however, | 
that the company’s 1954 Continen- 
tal line will be introduced in July. | 

Raytheon says its Suburban line | 
is being backed up by an exten- | 
sive local-level ad campaign by | 
distributors and dealers, with com- | 
pany support being provided in | 
new market areas. National ad-| 
vertising, however, will be held 
back until fall, after the Continen- |! 
tal line has been brought out. | 


Royal Promotes New Portable | 


Royal Typewriter Co., New! 
York, will launch its new portable | 
typewriter with a color spread in. 
the June 1 issue of Life. Features | 
of the product are special keys for. 
foreign languages and a special 
pharmaceutical keyboard. Young & 
Rubicam, New York, is the agency. 


Appoints Wisner Ad Director 


J. Nelson Wisner, formerly on 
the international staff of J. Walter 
Thompson Co., New York, has 
been appointed advertising direct- 
or of the international edition of 
Temas Magazine, Spanish-lan- 
guage consumer publication. 


| 
| 
Leitz Names Barkley S.M. | 


Charles G. Barkley, formerly 
with Time, has been appointed | 
sales manager of E. Leitz Inc., 
New York, U.S. distributor of 
Leica cameras, accessories, micro- 
scopes and scientific instruments. 


REACH YOUR 
CARLOAD CUSTOMERS 


. .. the original equipment 
manufacturers of refrigeration 
and air conditioning equip- 
ment and appliances. 


.. who need parts, compo- 
nents, materials, your products, 
too, probably by the ton. 

...in whose plants Refrigerat- 
ing Engineering has larger 
circulation and deeper pene- 
tration. 


REFRIGERATING 
ENGINEERING 


Published by 
THE AMERICAN SOCIETY 
of REFRIGERATING ENGINEERS 


4115 Edwards Road 
Cincinnati 9, Ohio 
ELmburst 2492 


40 W. 40th Street 
New York 18, N.Y. 
LAckawanna 4-8945 


'BotA Adds 27 Newspapers; 
Membership Hits New High 


The Bureau of Advertising, 
American Newspaper Publishers 
Assn., New York, has an all-time 
high membership of 1,012 news- 
papers and organizations with the 
addition of 27 new member news- 
papers. The new members are 
Town Talk, Alexandria, La.; Cour- 
ier, Champaign-Urbana, III.; Call, 
Du Quoin, Ill.; Eagle & News, Enid, 
_Okla.; News-Herald, Franklin, Pa.; 
Telegram, Garden City, Kan.; 
News-Press, Glendale, Cal. 

Tribune-Herald, Hilo, Hawaii; 
Examiner, Independence, Mo.; 
Record, Kitchener, Ont.; Chronicle- 
Herald, Macon, Mo.; Mining Jour- 
nal, Marquette, Mich.; Times- 
News, Mount Pleasant, Mich.; Re- 
view, Niagara Falls, Ont.; Times, 
Niles, O.; Telegram. Norton, Kan.:; 


Journal, Pocatello; Range, Raton, 
N.M.; News, Robinson, Ill.; Ga- 
zette, Tifton, Ga.; Review, To- 
wanda, Pa.; Chronicle, Urichsville, 
O.; Union-Bulletin, Walla Walla, 
Wash., and Sunday Star, Wilming- 
ton, Del. 


‘Sports Afield’ Moves Office 


Sports Afield, recently purchased 
by Hearst Corp. (AA, April 6), has 
moved into offices at the Hearst 
Bldg., New York. The move con- 
solidates the old New York ad- 
vertising and sales office, and the 
general office, formerly in Minne- 
apolis. 


Buthman Named Bowman §S. M. 

R. W. Buthman, who joined 
the company in 1929, has been 
promoted to sales manager of the 


Co., Chicago. 
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~ The loyal fans of Rod & Gun who read 
8) Hunting @& Fishing are a hearty breed with 
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Write for Man Market Data Folder. 


— Peekskill, N.Y.; Idaho State 


milk division for Bowman Dairy 230 £. Ohio St. « Chicago 11, Ill. 
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DRILLING PLATFORM AND TENDERS OFF-SHORE IN THE GULF OF MEXICO 


oil under troubled waters 


Four days after Christmas, 1845, Texas gave 
Tae" up its independence and voluntarily became 
the twenty-eighth state. Under an annexation 


agreement, the new state was given title to all unsold lands 
within its public domain. 


One hundred years later, Texas was involved in a 
puzzling controversy: a federal government long respected 
for adherence to its treaties was denying Texas’ annexation 
rights —to the benefit and enrichment of a greedy few. 
The Big Grab was on. 


INTEGRITY WAS REAFFIRMED in the action of Congress 
and President Eisenhower returning the stolen tidelands 
rights to Texas and other coastal states. This move con- 
cluded a shameful episode — fostered by greed and 
nourished on chicanery — but ending on a note of hope. 


THE DALLAS NEWS stepped into the battle early. Front 
page editorials plus superb reporting by News State Editor 
Allen Duckworth stripped the tidelands issue of its phony 
legal garb and exposed it for the socialistic Big Grab it was. 
Texans confused and misled by federal double-talk read 
damning evidence presented by Duckworth in a series of 
nine News articles in the spring of 1951 — and got mad. 


ONE OF A SERIES: THE STORY BEHIND THE NEWS’ CLEAR-CUT LEADERSHIP IN TEXAS 


TEXAS HAD A LOT to lose, for more than $7 million had 
already entered the state school fund from offshore leases 
to oil prospectors. But there was a much greater loss in the 
balance — possible use of the Big Grab lever to nationalize 
harbors, inland lakes and rivers, and ultimately basic indus- 
tries. Texans had to know how high the stakes were, and 
The News told them. Told them so well that Duckworth’s 
Big Grab series was reprinted in the Congressional Record 
as well as 30 other newspapers in 14 states. 


TEXANS ACT on what they read in The News, for The 
News is their trusted and respected North Texas neighbor. 
This conviction accounts for The News’ dominance in its 
$4 billion Double Dallas Market. It adds measurable 
impact to your sales message seen in the pages of The 
Dallas News, Texas’ most influential newspaper. 
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Fearn Associates Moves 


John W. Fearn Associates, San 
Francisco publicity and public re- 
lations consultant, has moved to 


larger quarters at 46 Kearny St. 


a 


) Foreign Language Division 


WORLD'S FOREMOST FOREIGN- 
LANGUAGE TYPOGRAPHIC SERVICE 


KING TYPO 


330 W. 42 ST..N.Y.36 


Form Gross & Strauss 

Roger Gross, formerly with 
KWJJ, Portland, Ore., and Dave 
Strauss, formerly with KGON, 
Oregon City, have formed an 
agency to be known as Gross & 
Strauss, at 512 S. E. Morrison St., 
Portland. 


Names Gale Benn Associates 

U. S. Hoffman Machinery Corp., 
New York, manufacturer of laun- 
dry and dry cleaning equipment, 
has appointed Gale Benn Associ- 
‘ates, Syracuse, to handle product 
| publicity. 


Airline Starts Newspaper Ads 

Pacific Northern Airlines Inc., 
Seattle, is using newspapers in 
Portland, Tacoma, Seattle and 
Alaska to promote its initiation of 
direct flights between Portland, 
Seattle and Juneau, Alaska. Copy 
features new “economy” fares. 
West-Marquis, Seattle and Port- 


land, is the agency. 


Burke to Grey Advertising 
Robert A. Burke, formerly with 
Benton & Bowles, New York, has 


joined Grey Advertising Agency, 


New York, as assistant time buyer. 


Stackhouse to Bozell & Jacobs 

Lloyd Stackhouse, formerly Sun- 
day editor for the Seattle Post- 
Intelligencer, has joined the staff 
of Bozell & Jacobs, Seattle, as as- 
sistant manager under Roy H. 
Wensberg, v.p. and Seattle mana- 
ger. 


Randolph Joins KOTV, Tulsa 
F. M. (Jim) Randolph, former- 
ly assistant professor of speech in 
charge of radio at the University 
of Tulsa, has joined television sta- 


‘tion KOTV, Tulsa, as administra- 


tive research director. 
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‘TICONDEROGA | 


OFFSET 
Your best buy for offset 
lithography on single 
or multi-coler presses. 
Sized, fuzz-free surface has 
fine ink affinity. Uniform 
quality ... particularly 
good for trouble-free 
long runs. In seven weights 
from 50 te 150 Ibs. 


right... 


to end 


is the base of the job. 


nal Dy, 


TPE <ouren 


PAPERS FOR PRINTING AND CONVERTING 


from beginning 


Well begun, half done . . . fine art, 
the best of plates and top presswork— 
all done with paper in mind, because paper 


220 East 


42nd Street, New 


York 


7, Ce. 
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/E. F. (BUD) HASCALL JR., executive v.p. 

/of Henri, Hurst & McDonald, Chicago, 

has been promoted to general manager. 

William D. McDonald, chairman of the 

_board, and William B. Henri, president, 
will continue active participation. 


Five Publishers and 
‘Agencies Get Awards 
for Best Book Ads 


New York, May 26—Five pub- 
lishers and their agencies received 
‘recognition for their advertising 
|\from the Publishers’ Adclub and 
Publishers’ Weekly last week. 
_Awards were given in five cate- 
' gories. 

Winner for the best list adver- 
tisement (five or more books) is 
Simon & Schuster, advertising a 
series of nature guides. This ad, a 
| full page, also was voted the best 
of the show. Sussman & Sugar is 
'the agency. 
| The judges’ comments on this ad, 
/ which included a coupon for mail 
order, was that “the headline is 
pregnant with ‘sell’ and powerful 
invitation to read the body copy. 
|The use of the price in the head- 
line is also a plus.” 

Longmans, Green & Co. took the 
prize for the best advertisement 
'for a work of fiction, a full page 
|for the novel “You, The Jury” by 
Mary Borden. Denhard & Stewart 
is the agency. 


# Simon & Schuster also won the 
award for the best ad for a non- 
| fiction book. The 900-line ad, cre- 
ated by Sussman & Sugar, was for 
| William H. Whyte’s “Is Anybody 
Listening?” 

The prize for the best trade ad- 
vertisement (directed to the re- 
tailer) went to Thomas Nelson & 
Sons, handled by Batten, Barton, 
Durstine & Osborn, for a spread 
pushing the revised standard ver- 
sion of “the Holy Bible.” 

Yale University Press’ 50-line 
ad for “Johann Sebastian Bach” 
by Paul Hindemith was chosen as 
the best small advertisement. 
Franklin Spier Inc. is the agency. 


Midwest Admen Elect 


Sam Abrams, Ohio Advertising 
Agency, Cleveland, has been 
elected president of the Midwest- 
ern Advertising Agency Network. 
Other officers elected are Theodore 
Brown, Perry-Brown, Cincinnati, 
lst v.p.; Harold Siegel, Advertising 
Associates’ Advertising Agency, 
Louisville, 2nd v.p.; Fran H. Fa- 
ber, F. H. Faber Advertising Inc., 
Minneapolis, 3rd v.p., and Gladys 
Lamb, Kelly & Lamb Advertising, 
Columbus, O., secretary-treasurer. 


Shaw Imports Plymouth Gin 


Munson G. Shaw Co., New York, 
| will introduce a new 4/5 pint size 
of Coates Plymouth gin. The flasks 
‘will retail for $2.89, and are in- 
tended to create new customers for 
the imported gin. Summer promo- 
tion calls for two insertions every 
other week in newspapers in ten 
cities through the middle of Aug- 
ust, and eight insertions in Cue. 
-H. B. Humphrey, Alley & Rich- 
ards, New York, is the agency. 


| Bowden Joins Coolican Inc. 


Arnold T. Bowden, formerly v.p. 
of Flack Advertising Agency, 
Syracuse, has been appointed ex- 
ecutive v.p. and general manager 
with James J. (Bud) Coolican Inc., 
Syracuse agency. 
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Big Shock Awaits 
Graduating Classes 
About Wage Levels 


New York, May 26—The future 
looks brighter than ever to grad- AYER REPORTS ADS PULL 


| “What it all seems to add up to,” 
‘the survey concludes, “is that few 
|graduating seniors know very 
‘much about the existing job mar- 


ficers will just have to be patient.” 


ket for beginners. Personnel of-| 


Other schools reported results 
from ads dating back as far as 
1948. In every case, the pulling 
power of the advertising was 
proved because the inquiries 
which produced the enrolments 


used a keyed address identifying 


the ad. 
The annual Ayer survey cov- 


in the schools covered by the sur- 
vey. All enrolments came from in- 
quiries which carried a keyed 
symbol in the ads. Many other 
inquiries which produced enrol- 


ments but which did not use the. 
keyed symbols were also credited | 
to advertising. The agency esti-| 


39 


of Kellogg Co., Battle Creek, 
Mich. He has been v.p., assistant 
to the president and a board mem- 
ber since 1949. Mr. Roll has been 
with the company for 26 years. 
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uating college seniors, according to HEAVILY FOR COLLEGES 
| PHILADELPHIA, May 26—School 


| 


a survey released by Youth Re- 
search Institute. 

Interviews were conducted 
among 650 seniors in 25 colleges 
across the country, evenly divided 
between men and women. Engi- 
neers, because of their unusual 
position in the job market, and 
students expecting to go to grad- 
uate school, were not interviewed. 

“Some young men sincerely ex- 
pect to be earning more than $100 
a week in their first job. Very few 
anticipate making less than $60, 
with 55% expecting to start at $70 
or over,” the institute reports. 


= Discussing job prospects at a 
large eastern university, one sen- 
ior said, “I’d like to start at $125 a 
week but I'll probably ‘settle for 
$100.” 

The survey points out that 
“young men have been reading a 
lot about big profits and prosperity 
and some don’t think $100 a week 
is an extraordinary starting sal- 
ary. As college graduates, they be- 
lieve the demand for them is great 
enough to command such salaries. 

“What makes this thinking sur- 
prising is that no senior polled 
said he had been offered more 
than $65 a week as yet, and not 
too many had been offered that 
much.” 


s Graduating girls are interested 
mainly in marriage. ‘“Seventy- 
five per cent expect to be mar- 
ried within three years after grad- 
uation. Consequently, they are not 
too interested in high salary fig- 
ures for themselves. What their 
husbands are earning is probably 
of more concern.” 

Of the men interviewed, 30% 
expect to start as advertising 
copywriters, television and radio 
executives, high paid salesmen and 
other positions offering similar re- 
wards. 


“CHURCHES 


SPENDING 
BILLIONS 


‘to keep up with the 
times’’ Business Week, 


April 11,’53 


NOW.... 


in ONE medium 
you can = 


REACH .== ] st) 


this BILLION 
DOLLAR MARKET 
thru NEW 


CHURCH ADMINISTRATION 


and EQUIPMENT 
—" 


Guaranteed Coverage of 


181,028 


PROTESTANT MINISTERS 


The Largest Single Source for 
Reaching This BILLION DOLLAR 
Market. 


WRITE, Wi1RE or PHONE (collect) 
for Details and Reprint of the 
BusINEss WEEK article to: 


ALLAN E. SHUBERT CO. 


Publishers Representatives 
3818 Chestnut St., Philadelphia 4, Pa. 
Chicago Los Angeles Atlanta 
Specialists in the Religious Field 


ered 76 schools and colleges in all 
parts of the country, representing | 
'a cross-section of the 300 school 
and camp clients of the agency. 


‘and college advertising in direc- 
|tory sections of magazines and 
newspapers often brings in new : : 
porters several years after pub-|During the current school year, 
lication these 76 schools each averaged 
“wee udents enrolled th 
This was reported here by N. W.. po weed st a : wear ° —— 
Ayer & Son in its annual survey #@vertsing. P . a 
of results from school advertis-|0me€ School,.was 254 students di- | 
ing ‘rectly traced to advertising. 
One school reported five enrol-_| | 
ments this year as a direct result # Nearly 2,000 new students were 
of advertising placed in 1950. enrolled as a result of advertising | 


mates that an additional 2,000 stu-_ ~ 
dents were gained in this way. vi 

Yearly tuition charges for the 
reporting schools runs between 
$1,200 and $1,800. For the first 
year alone, new students directly 
traceable to advertising will pay 
a total of $1,572,000 tuition, plus | 
additional sums for each extra. 
year they stay at the schools. 


New Sales Opportunities 


for Fishing Tackle and 
Equipment Manufacturers 


It will pay to investigate this new tackle and 
equipment merchandising medium Write or 
phone Fred E. Owens, Publisher 


Roll Boosted to Exec V. P. + 
TRADE NEWS | 


Lyle C. Roll has been promoted eats: 
to the new post of executive V.p. Wilmette, Illinois © Phone. Wilmette 4714 


WHAT DO 


They call it macaroni, just as they do in 
Boston, Detroit, or San Diego. 


We learned this simple fact the hard way. 


Our food editor prepared a dinner menu 
built around macaroni as the main dish. We 
printed a mouth-watering picture of it, with 
the recipe—and a headline reading: “Please 
Pass the Pasta”. 


Some people may think that is smart writing 
. . . but many of our readers didn’t know 
what we were talking about. Parade is mass, 
not “class”. That means when you talk about 
| macaroni, call it macaroni. 
| 
| 


| 
| 
| 
| 


THEY CALL THIS IN WICHITA? 


PARADE uses its own technique in editing a 
magazine for mass reading. This calls for 
the pace and punch of a newspaper... fea- 
tures real people, real problems, real places. 


Leaf through a copy of PARADE and you'll see 
the mass market touch that makes it “must 
reading” for more than half the total families 
in 36 cities of origin and at least one in five 
in 1,600 outlying areas! 


You’ll see why PARADE is America’s best read 
magazine (confirmed by independent sur- 
veys), giving advertisers more readers per 
dollar than any other Sunday magazine and 
twice as many as any of the big three 
weekday magazines. 


THE PICTURE MAGAZINE 
OF 13,000,000 SUNDAY NEWSPAPER READERS 
IM 36 KEY MARKETS 
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Ad Council Will Urge Film TV Sponsors 
to Start Using Public Service Messages 


New York, May 29—Pleased| video film producers and sponsors 
with the response of radio and live! will be asked only to insert the 
television shows, the Advertising announcements (and donate the 
Council has set its sights on the! time, of course). The council fur- 
segment of the broadcasting bus-|nished them free film spots, flip 
iness that has given its campaigns| cards, calops and slides. These 
less support—filmed television are prepared by six volunteer ad- 
programs, vertising agencies. Money for the 

The council has appealed to, materials 
sponsors and producers of filmed) groups plugged in the drive. 
telecasts to include messages for | 


are provided by the. 


| The agencies are Cunningham & 
Walsh (national blood program), 
G. M. Basford Co. (savings bonds), 
Ruthrauff & Ryan (Ground Ob- 
son Co. (religion 
prevention), and Benton & Bowles 
(better schools). 


Mutual Signs Kreisler 

Jacques Kreisler Mfg. Co., North 
Bergen, N.J., is the latest adver- 
'tiser to join Mutual’s list of “multi- 


message plan” sponsors. Time for 
Kreis!er, which covers co-sponsor- 
ship of three programs starting in 
July, was bought through Foote, 
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Boosts Arnot to Manager 


Phil Arnot, with the company 
| for seven years, has been promoted 


server Corps), J. Walter Thomp- 
. in American | 
life), Young & Rubicam (accident 


to manager of the San Francisco 
office for Reynolds-Fitzgerald, 
newspaper representative. He suc- 
McMullen Changes Agencies ceeds Ralph DeMott, who has re- 


J. R. McMullen Co., New York “!8ned. 


Cone & Belding. 


| maker of sportswear, has switched - 
its advertising account from J. R. Blatz Names Stipich, McCann 


Flanagan Advertising Agency, New _Blatz Brewing Co., Milwaukee, 
York, to Morey, Humm & John- has named William Stipich sales 
stone, New York. The new agency training director and Robert F. 
plans a campaign in magazines be- McCann director of the inland 
ginning in August. ‘sales division. 


six major public service drives in 
shows they put on celluloid this 
summer for airing next season.) 
Support has been asked for the 
national blood donor program, | 
U. S. savings bonds, Air Force! 
Ground Observer Corps, religion 
in American life, accident preven- 
tion and better schools. 

The council, which conducts 
voluntary public service ad cam- 
paigns in behalf of government 
agencies and private organizations, 
has received strong backing from 
live TV shows. The move to line 
up film telecasts was started after 
Procter & Gamble had pioneered 
by inserting appeals in the “Red 
Skelton Show,” “Fireside Thea- 
ter” and “The Doctor.” 


® P&G used council-supplied 20- 
second announcements, which 
were inserted into the program. 
The spots selected were general 
enough to be in date any time 
during the year. 

“The council and the govern- 
ment agencies and private organi- 
zations we try to help were be- 
coming increasingly alarmed at 
the growing number of filmed 
TV shows,” William R. Baker Jr., 
chairman of Benton & Bowles and 
of the council’s radio-TV commit- 
tee, said. 

“These shows have turned down 
our requests for public service 
messages because they found it 
difficult technically to include any 
material of this type. Every time a 
program switched from live to film 
the important support and circu- 
lation of that show was lost to the 
government and private groups 
that have come to look to the ad- 
vertising and television industries 
for generous assistance. 


s “The example set by Procter & 
Gamble has been extremely en- 
couraging. This advertiser has set 
a pattern that will become more 
and more significant as television 
continues to expand its public 
service support,” he continued. 
Gordon C. Kinney, radio-TV di- 
rector for the council, said the 
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For the best spot, at the right time, at the right place 
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Mover Handles Exhibits 


North American Van Lines Inc., 
Fort Wayne, Ind.,_ transporting 
firm, has begun a specialized serv- 
ice to handle displays and exhibits 
on cross-country tours. The com- 
pany offers each exhibitor insur- 
ance covering the show on tour, in 
storage or on display. Blakeley B. 


Dempster will head the new dis-| 


play and exhibit department. 


Zippo to N. W. Ayer & Son 
Zippo Mfg. Co., Bradford, Pa., 
manufacturer of Zippo lighters, 


has appointed N. W. Ayer & Son, 
Philadelphia, to handle its adver- 
tising. Also, Jack McCutcheon has 
been named company advertising 
manager. Previously, Geyer Ad- 
vertising Inc., New York, had the 
account. 


Green Giant Shifts Execs 


William F. Dietrich, executive 
v.p., has been elected president of 
Green Giant Co., Le Sueur, Minn., 
packer of peas and corn. He suc- 
ceeds Edward B. Cosgrove, who 
has become chairman of the board. 


Movie Engineers 
to Query Members 


on 3-D Facilities 
New York, May 28—Are theater 


operators ready, willing and able 


to swing over to three-dimensional 
films? 

Whether 3-D movies turn out to 
be a passing fad or a future main- 
stay of the film industry may de- 
pend largely on the answer to this 


question. Some indication of the 
feeling at the exhibitor level will 
be revealed in a nationwide survey 
to be made by the Society of Mo- 
tion Picture & Television Engi- 
neers. 

Among other things, the study is 
designed to provide theater own- 
ers, equipment manufacturers, 
dealers, architects and film pro- 
ducers with essential data on aud- 
itorium limitations to theater 
screen dimensions. 

Theater managers will be asked 


in ae 


sng * 


% 
4 


——— 


than others 


Team up with Spot TV to catch a bigger share of 
summer sales. 


The 9 television stations represented by NBC Spot 
Sales are in Big League TV markets (11,500,000 
TV homes) 


...and the audience will be bigger by mid- 
summer (12,000,000 TV homes). And since TV set 


sales are on the increase, summer TV advertisers 


will actually average larger audiences than they did 
last winter! 


To cover the field, ask your NBC Spot Television 


Salesman to help you plan a sales-stimulating summer 


schedule now. 


A few summer boom products: Soft drink sales are up 


471% .. 
up 17% .. 
117% 


Chicago 
Los Angeles 


. cake soap up 14% 
. air conditioners up 445% 


SPOT 


30 Rockefeller Plaza, New York 20, N. Y. 


Cleveland Washington 
Charlotte* 


... tea up 22%.. 


SALES 


San Francisco 
Atlanta* 


. dry cereal 


... freezers up 


representing 


TELEVISION STATIONS: 


WNBW) Washington 


KPTV Portland, Ore. 
WRGB ss Schenectady- 
Albany-Troy 
WNBT) New York 
WNBQ’) Chicago 
KNBH Los Angelea 
WPTZ Philadelphia 


WBZ-TV Koston 
WNBK Cleveland 


representing 


RADIO STATIONS: 


. refrigerators up 91% ... portable fans up 500%, 


*Bomar Lowrance Associates 


WNBC New York 
WMAQ Chicago 
WTAM Cleveland 
KNBC 3 San Franciaco 
warc Washington 
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JOHN R. MORAN, formerly in the adver- 
tising and sales department of Kroger Co., 


| Cincinnati, has been named advertising 
| director for Theo. Hamm Brewing Co., St. 
Paul. 


if they have converted for exhibi- 
tion of 3-D pictures or if they plan 
|} to do so during 1953, and if they 
| have recently increased the size of 
| the screen for “wide-screen” pro- 
jection or if they plan such a move 
this year. 

They also will be requested to 
give details on theater size, present 
picture size, seating capacity, loca- 
tion of projection booth, etc. 


Mutual Names Carpenter 


Bob Carpenter, formerly eastern 
station relations manager for Mu- 
tual Broadcasting System, New 
York, has been appointed assistant 
director of station relations for the 
network. Walter S. Bates, pre- 
viously with Muzak Corp., has 
been added to the MBS station re- 
lations staff. 


Tarragano Named Ad Head 
Morris Tarragano, formerly in 
sales promotion and production ac- 
tivities with John F. Rider Pub- 
lisher Inc., New York, has been 
named advertising manager of 
American Silver Co., Flushing, N. 
Y., producer of ferrous, non-fer- 
rous and precious meta! strip. 


Ae owledg od 


THE FINEST 
FOR MORE THAN 30 YEARS! 


Year after year leading merchandisers rely on 
. 


PORCELAIN NEON 
DEALER SIGNS 


and outdoor illuminated plastic signs. 

Built to rigid specifications which 
assure lasting, trouble-free service. 
Audited research proves them 999/1000 
|] perfect! Patented Galv-Weld* frame 
|] construction prevents rust (the enemy 
|| of porcelain) and prevents vibration 
|| (the enemy of tube life). A million- 
dollar tooling and equipment set-up 
permits easily cleaned faces with no 
exposed bolts or rivets. The removable 
streamlined front end makes for easy 
servicing. 

Artkraft* mass production methods 
and unequalled manufacturing facil- 
ities make possible the world’s finest 
signs at moderate cost. 


| SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 
1133 BE. Kibby St ima, Ohio 
Please send without obligation, details on 

Artkraft® signs 

( ) We are interested in a quantity of out- 
door neon dealer signs. 

( ) We are interested in a quantity of 
Porcel-M-Bos'd store front signs. 

( ) We are interested in a quantity of out- 
door illuminated plastic signs 

( Please send instructions on how to set 

up @ successful dealer sign program. 

NAME 

FIRM 

STREET 

CITY & STATE — 

* Trademark Reg. US. Pat. Of. 
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Rainier Beer 
Gets Big Push 
in Northwest 


SEATTLE, May 27—A new cam- 
paign for a new beer under the 75-. 
year-old Rainier label has swung 
into full intensity in Washington, | 
Idaho and Alaska. For Rainier, the 
campaign during the initial 13 
weeks is the heaviest in the com-| 
pany’s history. For the beer indus- | 
try in this region, one has to search | 
hard to find a campaign of samen 
size or intensity. 

“Three ways milder” is the bey | 
theme throughout the campaign, 


and white, are used in other dai-. 
lies in Washington and Idaho, on in Seattle, Tacoma and Spokane. 
'a weekly basis. 

Outdoor advertising includes 350 # Direct mail to Rainier dealers 


Seissas.? eee 


Three ways milder. 
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® Thane: prat iat 0, bathen. tenn ae 


and copy packed with reason-why 
tells that the new beer is “milder 
because of the hops, milder be- 
cause of the malt, milder because 
of the brewing balance.” 

As part of the promotion, the 
label was re-designed by Walter 
Landor & Associates of San Fran- 
cisco, and the long-familiar heavy- 
lettered Rainier logotype has been | 
replaced with a modern design that 
gives strong emphasis to the capi- | 
tal initial “R” for quick brand 
identification on retail shelves. 

During the opening phase of the 


re et 


“‘We are especially pleased 
with the completeness and 
accuracy of Western Union’s 
reports.” 


campaign, in late May and June, | to the new label, done in color. 

'22 insertions are being used in Radio spot announcements will 
Seattle dailies, including a number total nearly 12,000 in Washington, 
of full-page advertisements 
three and four colors. Two, three music and announcer commercials, 
and four colors, as well as black 20-second breaks and full minutes. 
Television commercials are used 


posters and nearly 100 painted includes a diamond anniversary 
bulletins. Introductory boards de- booklet showing how the new. 


vote almost the entire picture area | Rainier is brewed and emphasizing | 


in Idaho and Alaska. These include) 


also the tradition of 75 years for 


the company; a preview of the new 


first full-page color advertisement. 
Trade paper advertising is also 
_used in the territory. 

Point of sale material stresses 
|both the new beer and also the 
company’s diamond anniversary. 


| Associates, 
Rainier advertising is handled 


Advertising Age, June 1, 1953 
by Miller & Co., Seattle, and Vir- 


'gil A. Warren, Advertising, Spo- 
| label; personal telegrams to tavern | 
owners calling attention to Dia-. 
mond-draft keg beer (available 
only on draft), and reprints of the. 


kane. 


Apsco Stresses Pencil Need 
Apsco Products Inc., Beverly 

Hills, Cal., maker of office equip- 

ment, is scheduling a campaign for 


pencil sharpeners in trade publi- 
‘cations, along with Fortune, Na- 


tion’s Business and U. S. News & 
World Report. Julian R. Besel & 
Los Angeles, is the 
agency. 


: Western Union 


OPINION POLL 
Service 


ae tis ae ae: erate 


Western Union's 
Opinion Research 
Polls spot-check 
publications, radio, 
and television audi- 
ences, consumer reactions and brand 
ratings...obtain opinions and require- 
ments from professional and indus- 
trial customers. 


Other Western Union Services 


@ MARKET SURVEYS — Fast, efficient way to | 
check consumer attitudes and brand 
preferences. 


@ DISTRIBUTION — Fast distribution and | 


messenger service. 


@ CIRCULATION VERIFICATION—Checks titles, | 


buying influence and addresses. 


@ “OPERATOR 25" — Enables advertisers to | 


oe prospects names of local dealers 
y telephone-— provides missing link 
between advertiser and consumer. 


For further information on any or all 
these special services, call your 


eect on"' WESTERN 
UNION 
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Advertising Age, June 1, 1953 


portable radios. Cruttenden & Eger,; Woman Heads Editors’ Group 


Admiral Boosts Portables ee sree: Aap angen ee be 
: : icago, handles the schedule un- ici edi 
Admiral Corp., Chicago, has be- til June 1, when the account moves|, Patricia L. Murphy, editor of 


gun its first full scale portable ra- ‘four publications for the Kemper 
dio promotion with two full-color |} yg M. Seeds Co. (AA, | wus a insurance companies, + 
oan ads. Tee Tae 2 issue of | arcn 9). been elected oy ong of the In- 
ook carries a four-color bleed | ‘dustrial Editors’ Assn. of Chicago, 
page with a Peter Pan theme and RCA Promotes Holzman the first woman to hold the meg 
a “Take Along an Admiral Port- | John Holzman, sales executive 
able to Pleasure Land” message. A With RCA Estate Appliance Corp., | P 
half page in full color is running Hamilton, O., maker of ranges and Ruppel Buys Valley Record’ 
in 37 of the Metropolitan Group Heatrolas, a subsidiary of RCA’ Louis A. Ruppel, formerly editor 
of Sunday comics sections. Corp., has been named v.p. and of Collier’s, has purchased the Mill 
In addition, full trade publica-| sales director for RCA Victor Dis- Valley Record, Marin County, Cal., 
tion coverage will be given the|tributing Corp. | tri-weekly newspaper. 


Brewers’ Newspaper 
Investment in 1952 
Rose to $16,919,000 


New York, May 26—Brewers 


‘spent $16,919,000 during 1952 on. 


newspaper advertising, an increase 
of 17.4% over the $14,406,000 
spent in 1951. 

This is attributed to the “hot 
competitive climate in which beer 


Da 


the A&P magazine 


| 


4] tising as practiced by two of the 
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men find themselves these days” 
by the Bureau of Advertising. 

The 1952 expenditures were $3,- 
500,000 more than the $13,390,686 
combined total for the three other 
major media—magazines, network 
radio and network television— 
BofA reported. 

While national newspaper ad- 
vertising as a whole rose 2.4% 
in 1952, the 17.4% increase tallied 
by the beer industry is indicative 
of a trend toward local-level sell- 
ing and advertising by makers of 
nationally distributed brews as 
well as regional brewers, the bu- 
reau said. 


Transportation Admen Elect 

Ernest R. Watt, president of Ca- 
nadian Car & Bus Advertising Ltd., 
Montreal, has been elected presi- 
dent of the National Assn. of 
Transportation Advertising. Other 
officers elected are Philip J. Ever- 
est, v.p., Transportation Displays 
Inc., New York, v.p.; Frank Ma- 
lone, Murray & Malone Co., Min- 
neapolis, secretary, and Otto J. 
Griesar, Canadian Car & Bus Ad- 
vertising Ltd., New York, treas- 
urer. 


Like the Dodo... 


ARE GREAT ADMEN 
AN EXTINCT SPECIES? 


At the last annual meeting of the 
American Assn. of Advertising 
Agencies, an important speaker 
charged we are “failing to repro- 
duce the great creative men of 
the past.” Whether or not you 
agree, you'll find THE LASKER 
STORY a fascinating “refresher 
course” on the principles of adver- 


greatest of the old-time “greats” 
—John E. Kennedy and Claude C. 
Hopkins. Told by Albert D. Lasker 
in “inner sanctum” talks to his 
staff at Lord & Thomas, this book 
belongs on the desk of every cre- 
ative man in your organization. 
Use coupon below. 


od 
10% t 
ON GROUP 


Send for a Copy of “The Lasker 
Story" for your Friends, Associates 
and Everyone in Your Organization 
Who Plays A Part in Advertising or 
Selling—IT’'S A TREMENDOUS 
SOURCE OF INSPIRATION! 


ADVERTISING AGE, Dept. J-1, 
200 E. Illinois St., Chicago 11, Il. 


SEND ME COPIES OF 
“THE LASKER STORY” 
MY NAME 
COMPANY 

| ADDRESS 

| CITY ZONE STATE 


I am enclosing a check or money 


order for $ figured 
at $1.50 each for 1 to 9 copies; 10% 
discount for 10 to 49 copies; 20% 
discount for 50 copies or more. I 
understand the price includes all 
handling and postage charges 
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Mrs. Robinson to Collard 

Mrs. Eleanor Robinson, former- 
ly rehabilitation director for the 
Hampden County Tuberculosis 
Assn., Springfield, Mass., has been 
appointed assistant to Clark Col- 
lard, owner of Clark Collard Ad- 
vertising Agency, Los Angeles. 


Kaman Aircraft to Palm 

Charles Palm & Co., Hartford, 
has been named to handle adver- 
tising for Kaman Aircraft Corp., 
Windsor Locks, Conn. 
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K&E’s Sid Olson's 


First Ad Copy 


Was Ford's ‘American Road’ Series 


‘Crummy Atmosphere’ 
of Agency Lured Him 
Away from Hollywood 


| New York, May 27-—Sidney Ol- 
son, 45-year-old Kenyon & Eck- 
hardt copywriter, never wrote a 
line of advertising copy in his 
life until he dreamed up “The 
American Road” series for Ford 
Motor Co. two years ago. 

An ex-city editor, 
senior editor, public relations man 
and Hollywood script writer, Sid 
joined K&E in May, 1951, as an 
unassigned copywriter. He had 
been with Earl Newsom & Co. 
where he was hired to help draw 
up the aims and scope of the Ford 
Foundation. After nearly a year 
with Newsom, “Ear] had enough 
of me as a public relations man 


Time Inc. 


and I'd had enough of public re- 
lations,” Sid recalls. 


® After a quick survey of the 
agency field, Sid went to K&E be- 
cause “I was swept off my feet 
by K&E’s sort of crummy atmos- 
phere.” This, he explains, means 
he was impressed by the complete 
lack of chrome or flashy gewgaws 
in the agency’s physical setup, al- 
though this situation hasn’t always 
worked to his benefit. 


“The day I called upstairs and. 


asked for venetian blinds, they 
thought this was the most ridicu- 
lous request in the history of the 
agency,” he recalls. 

Besides these qualifications, it 
should be pointed out that another 
reason Sid went to work for K&E 
was because the agency was hand- 
ling the Lincoln-Mercury account 


plus the then inactive Ford institu- 
tional program. 


® With the Ford 50th anniversary 
not too far off, K&E had started 
the wheels grinding on an institu- 
tional program and asked the neo- 
phyte copywriter to pitch in. 

He came up with the suggestion 
that Ford build a “Tomorrow 
Town,” described as a “forever 
laboratory of the future,” in the 
realm of arts and science as well 
as industrial advancement. 

“This is no good but it shows 
thinking,” said K&E with a kiss 
and a kick. “Why don’t you now 
try to dream up an institutional 
campaign?” 


atmosphere,” then out to Dearborn 


where he had already: been rum-| 


maging around the newly discov- 
ered hoard of historical Ford ma- 
(terial and then came up with “The 
American Road,’ which both the 
agency and client bought. 


# Contrary to the labored at- 
tempts of other institutional ad- 


Three doors 


Homemaker’s Institute | 


Knock on your customers door 
with Homemaker’s Institute. . . 
there’s a friendly “welcome” 


every time! 


Mollie Martin, Mary Landis and 
Kitty Dierkin, three of 
WBAL-TV'’s most popular 
women personalities, cover 
almost every subject of interest 
to homemakers... from green 
beans to buttons. While Al 
Herndon, well known WBAL-TV 
star, adds the masculine touch! 
From noon ‘til 1:00 it’ 


exciting full hour telecast! 


Here is YOUR ready-made 
entrance into Maryland homes 


. . . Homemaker’s Institute, 


packing a three star 
for you! 
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Sid went back to his “crummy | 
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Sidney Olson 


'vertisers, “The American Road” 
gave a true opportunity to show 
how one development had changed 
the American way of life. The role 
‘of the Ford Motor Co. is adroitly 
brought into the copy—deliberate- 
ly, the company is always called 
one of the pioneers—to the point 
where the client has received two 
‘kinds of complaints from readers: 
“Those are very nice stories you 
are writing about the Ford Motor 
/Co.” and “I couldn’t find a single 
word about Ford in the entire ad.” 

The first “American Road” ran 
in newspapers in November, 1951, 
mainly to establish the phrase be- 
fore some one else thought of it. 
Advertising in other media started 
the following month. 

The first phase of the campaign 
was to contrast the American road, 
before and after; the second, in 
progress now, is to build a plat- 
form for the anniversary celebra- 
tion taking place next month. The 
| last ad in Phase 2 will run in July. 
For Phase 3, in the discussion 
stage, is a “forward look” for Ford. 


|@ Many people feel that “The 
American Road” has been a pio- 
neer in breaking through some of 
the public’s ill will toward Old 
|Henry and his “dark” past. Some 
of the memorabilia uncovered by 
'Mr. Olson and others who are 
foraging through the Ford archives 
has made the public realize that 
| Henry was not the ogre many had 
supposed. 

Last November, Sid and his sec- 

retary went out to Dearborn where 
they worked seven days a week, 
‘except for a three-day Christmas 
| vacation, until last month. Sid 
‘spent most of the time going 
through tons of papers and pic- 
‘tures squeezed into thousands of 
|cartons in the rooms of the Ford 
_mansion. Many of his discoveries 
‘have found their way into “The 
/American Road” copy he wrote 
while at Dearborn. 


'# As noted in Sid’s picture story 
in the May 25 issue of Life, Henry 
| Ford saved everything from news- 
| paper bill receipts to undeveloped 
| rolls of film. Impressed by this 
‘invaluable hoard, which includes 
/some of the most complete mate- 
rials yet unearthed on Thomas 
Edison, Sid has written a_ book, 
“The Life & Times of Henry Ford,” 
which he hopes will be published 
this fall. 

As a writer, Sidney Olson has 
traveled the grand circuit. Son of 
a Union Pacific locomotive engi- 
neer and the eldest of three boys, 
Sid graduated from the University 
of Utah in a bad year (1929) and 
went to work as a reporter for 
the Deseret News. 

Right after the New Deal was 
voted in he went to Washington 
because Eugene Meyer had just 
|bought the Post and was building 
‘a staff. 


s Sid got a two-week tryout that 
| lasted five years. During this peri- 
od he became an established polit- 
-ical reporter, was made White 
' House correspondent and, in 1938, 
city editor. At the age of 30, he 
was the youngest city editor of a 
metropolitan daily. 

“That was the only time I ever 
had any distinction,” he says. 

In 1939 he was lured to Time 
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Inc. and became the first senior 
editor, covering national affairs, 
business and press as well as writ-| 
ing pieces for the medicine, thea- | 
ter, book review and other depart- 
ments. 

Otherwise, he split his efforts 
between Time and Fortune, being 
a war correspondent (1944-45), 
covering the 1948 political conven- | 
tions and handling his main job! 
as one of Henry Luce’s idea man. | 
® Ultimately, Sid found little di-| 
rect use for his creative talents at 
Time Inc., se he quit in 1950 to 
work for Paramount as a $500-a- 
week scriptwriter. Six months, two 
original screen plays and several 
collaborations later, he left Holly-| 
wood because he found the life too, 
unstable. | 

“The $1,000-a-week writers 
didn’t speak to the $500-a-week | 
writers and we were not | 
to talk to the $250 writers.” 

So he called up Earl Newsom, 
whom he had known from Time) 
Inc. days, and went to work for 
him on the Ford account, which | 
led to his present spot. 

He lives in Larchmont a 
has three children—a 15-year-old 
daughter, a 10-year-old son and 
an 11-month-old baby boy. 

“That’s my one for the road,” 
he says. 


Standard Outdoor 
Adds $130,000 to 


Promotion Budget 


New York, May 27—Standard 
Outdoor Advertising has boosted 
its advertising and promotion bud- 
get from $120,000 to $250,000. 

It will increase the number of 
business papers on its space sched- 
ule to include publications in the 
automotive, drug and oil fields, 
and a mat service for members will 
be provided for increased local ad- 
vertising. 

This action was taken this week 
by Standard’s board of directors 
at its annual meeting. Calkins & 
Holden, Carlock, McClinton & 
Smith continues as the organiza- 
tion’s agency. 

A new media list will be drawn 
up for approval by Standard’s ex- 
ecutive committee the latter part 
of June, Parker James, executive 
v.p., told AA. He said the company 
is contemplating a program to in- 
clude continuation of the short 
copy theme in advertising publica- 
tions which Standard has been us- 
ing for several years. In addition, 
newspaper and business paper ad- 
vertising will stress various ad- 
vantages of outdoor advertising as 
a medium. 

All officers of the outdoor group 
were re-elected at the meeting. 


H-R Representatives Moves 


H-R Representatives and H-R 
Television, radio and TV station 
representatives, will move to larg- 
er quarters in New York in mid- 
September. The company’s new 
address will be 380 Madison Ave., 
New York. A new building at this 
address—the former site of the 
Ritz-Carlton Hotel—is now under 
construction. 


Sharon-Jay Names Agency 


Sharon-Jay Togs, New York, 
maker of boys’ and girls’ playwear, 
has appointed Ovesey, Berlow & 
Straus, New York, to direct its 
advertising. Plans call for national 
consumer magazines, Sunday sup- 
plements, business publications and 
direct mail. This is the company’s 
first agency. 


Ottawa Ad, Sales Club Elects 
Earl Valley, Crawley Films Ltd., 


has been elected president of the | 


Advertising & Sales Club of Ot- 
tawa. Other officers elected are 
Jack Thompson, CKOY, v.p.; Char- 
lie Rose, Empire Life Insurance 
Co., secretary, and Stan Petrie, 
Prudential Life Assurance Co. of 
England, treasurer. 


DRESSED UP—Marathon Corp., Menasha, Wis., is introducing new packages for its 

paper products sold in grocery stores. The brand name is printed in brown against 

a yellow and white background and the company’s new double triangle trademark 
is featured. 


Bruce Gimbel Named President 

Bruce A. Gimbel has. been) 
named president of Gimbel Bros. 
Inc., New York. He succeeds his | 
father, Bernard F. Gimbel, now 
chairman of the board. Bernard 
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Lewis to Kellman Productions 
Marshall G. H. Lewis, formerly 
with Pep Boys, Philadelphia, has 
‘been named ‘director of advertis- 
‘ing and public relations for Louis 


|W. Kellman Productions, a divi- 


Gimbel continues as chief execu-/|sion of Newsreel Laboratory, Phil- 


tive officer of the chain. 


‘adelphia. 


The QUAD-CITIES 


Effective July 1, 1953 


No. 1 Radio Station .. . WHBF 
joins the nation’s 
No. 1 Radio Network . . 


. CBS 


wher: 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 


290.000 


A.B.C. as of 12/3/52 


Rates based on 200,000— 

now delivering over 325,000— 
a bonus of 125,000 

for advertisers! 
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The new Country Gentleman is more interesting, 
more useful, more exciting from cover to cover. 


the Country! 


Reader Traffic through Country Gentleman is at a new high... and 
it was already the best-read farm magazine in millions of homes. 


The reader traffic report below shows it. . . higher 
ratings for subject after subject! 


And it is read better by more people. Circulation 


is also at an all time high. 


Country Gentleman today packs more power than 
ever to move minds—move merchandise through- 


out Rural America. 


Gentleman Reader Traffic 


Percent Noting: Ist two 1952 issues checked, versus 


Ist two issues new 1953 format checked 
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HANDY PICTURE EDITORIAL MISCEL- 
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CIRCULATION NOW 


A CURTIS PUBLICATION 


OVER 2,500,000 
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‘Post-Crescent’ Elects Heads 
John R. Riedl, managing editor 
of the Post-Crescent, Appleton, 
Wis., has been elected executive 
v.p. of Post Publishing Co. Other 
officers elected are V. I. Minahan, 
editor, relieved as treasurer at his 
own request and elected v.p.; Vic- 
tor I. Minahan Jr., treasurer, and 
Royal LaRose, advertising direc- 
tor, secretary and business man- 
ager. A. B. Turnbull has been re- 
elected president. The changes 
were made necessary by the recent 


death of Horace L. Davis Sr., gen- 
eral manager. Kenneth E. Davis, 
general advertising manager, takes 
‘his father’s place on the board. 


Parke Named ‘Flying’ A. M. 
Robert Parke, formerly advertis- 
ing manager of Air Facts, New| 


S.D. Mahan Dies; _ 
Held Several Top | 


Advertising Posts | 


CLEVELAND, May 26—Sydney D. | 


|vertising awards. Mr. Mahan was! 


a member of the Cleveland Adver- 
tising Club and the Press Club of | 
Cleveland. 


ALBERT HARRY BOYD | 
TorRONTO, May 26—Albert Harry | 


York, has been named advertising | Mahan, 58, director of public rela- Boyg 54, former president and| 


manager of Flying, New York, a| 
| Ziff-Davis magazine. He succeeds | 
Ted Suito, who has been promoted | 
to advertising manager of the new | 
eastern edition of Radio & Tele- 
vision News. 


Z NEW 


MEYERCORD 
DECALS | 
for Better 


Selling 
Store Windows 


These new Meyercord Decal Window 
Signs are just two of our most recent 
productions for the brewing industry. 
Of course, we have room to show only 
the main identification panels; actually 
each decal signis supplied with several 
associate elements... pictorials, slogan 
panels, blank areas and end panels... 
to make outstanding permanent win- 
dow displays regardless of the length, 
height or shape. 

These brewers, Miller of Milwaukee 
and Knickerbocker of New York, plus 


THE MEYERCORD CO. 


new YORES 
Famous BEER 


many others throughout the country, 
find the adaptability, ease of applica- 
tion and the relatively low cost of 
Meyercord Decal window signs and 
valances the most practical window 
identification. 

Write oncompany letterhead for full 
information about Meyercord’s Art 
and Design Services—and let us tell 
you how Meyercord Decal Signs can 
spark your point-of-sale program. No 
obligation, of course. 
ADVERTISE — IDENTIFY DECORATE... WITH MEYERCORD DECALS 


DEPT. F-201 
5323 W. LAKE ST. 
CHICAGO 44 
ILLINOIS 


tions and advertising for Jack & 
Heintz, died May | 
22 at his home in 
suburban Cha- 
grin Falls after a 
heart attack. 
Born in Water- 
ford, Pa. Mr. 
Mahan was as- 
sociated with 
several agencies, 
including Roger 
Williams Co., 
Cleveland, 


S. D. Mohan 


Greenleaf Co.,| 


‘Boston, H. K. McCann Co. (now 
,McCann-Erickson), Cleveland, and 
| Fuller & Smith & Ross, Cleveland, 
where he was a v.p. 

He later became advertising and 
| Sales promction manager of the 
| Westinghouse Electric Corp. appli- 

ance division and then general ad- 

'vertising manager for Westing- 
|house in Pittsburgh. During the 
print part of World War II, he was 
information director of the war 
| savings bond program in Washing- 
| ton. 


‘ In 1944, Mr. Mahan joined the 
i\Crosley division of Avco Mfg. 
'Corp. and became a v.p. and gen- 
eral sales manager. He later served 
| as director of advertising and pub- 
lic relations for Crosley. After a 
brief period as merchandising di- 
rector for Roy S. Durstine Inc., he 
\joined Frederic Kammann in the 
formation of Kammann-Mahan, 
‘Cincinnati agency, in 1948. 

Two years later he moved to 
Jack & Heintz and directed a new 
‘campaign for the company which 
had done little or no advertising 
for more than two years. In 1952, 
the company won two national ad- 


Another Reason Why , 


WPTFE is 


North Carolina's 
Number One 


Salesman 


WPI 


50,000 warrs 680 xc 


Mr. Sportscaster .. . . Jim Reid 


North Carolinians are the most rabid sports fans in America. 


And Jim Reid is their dish! 


He’s called the shots on the year- 


round “BC” Sports Review since 1941 and for 10 years voiced 
the play-by-play on the Atlantic Sports Network in the 
Carolinas and Virginia. His 9 A.M. straight news and his 
7:30 A.M. weather summary also rate top flight in those 


South's Number One State. 


leagues. Jim Reid helps supply the proven punch which makes 
WPTF the Number One Salesman in North Carolina, the 


North Carolina’s Number 1 Salesman 
NBC Affiliate for RALEIGH-DURHAM and Eastern North Carolina 


NATIONAL 
FREE & PETERS REPRESENTATIVE 


R. H. MASON, General Manager, GUS YOUNGSTEADT, Sales Manager 


general manager of Wrigley Publi-| 
cations Ltd., died May 21 after a| 
heart attack. 
Mr. Boyd joined Wrigley as a| 
salesman for Hardware in Canada} 
and subsequently became advertis- | 
ing manager and managing editor. | 
He was named v.p. and general | 
manager in 1945 and became presi- | 
dent in 1950. He left Wrigley a 
| year ago to form his own business, 
| A. H. Boyd & Associates, Canadian 
| representative for Thomas Register 
Publishing Co., New York. 
He was a former member of the 
| Advertising & Sales Club of Tor- 
‘onto and the Advertising & Sales 
| Executives Club of Montreal. 


_GEORGE W. JOHNSON 

| Enpicott, N. Y., May 26—George 
|W. Johnson, 73, board chairman of 
'Endicott-Johnson Corp., leather 
ishoe and rubber footwear manu- 
facturer, died May 24 after a long 
illness. Son of the company’s 


| founder, George F. Johnson, Mr. 


_Johnson had been board chairman 
‘since 1948. 


FREDERICK A. WILLIAMS 

New York, May 26—Frederick 
A. Williams, 70, former president 
of Cannon Mills Inc., died in Port 
Chester May 24. 

Mr. Williams, who was born in 
Flowery Branch, Ga., joined Gib- 
son Mills, Concord, N. C., owned 
by the late J. W. Cannon, in 1902 
and was transferred to Cannon 
Mills in New York in 1906. He 
was president from 1933 to 1948 
and later was director of the tex- 
tile industry in Japan under Gen. 
Douglas MacArthur. 


Patterson Joins Detroit 
Office of O'Mara & Ormsbee 


Ray Patterson Jr., formerly with 
the Cleveland office of Capper 
Publications covering the Michi- 
gan and Ohio 
territories, has 
joined the De- 
troit office of 
O’Mara & Orms- 
bee, newspaper 
representative. 

Mr. Patterson 
spent two years 
as the Detroit 
sales representa- 
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Advertising Age, June 1, 1953 


REALISM—New Sunshine potato chip pack- 

ages, designed by Gilbert Banever, feature 

realistic, appetizing art reproductions of 

the product. Packages are manufactured by 

New Haven Pulp & Board Co. for Sun- 

shine Biscuit Inc., New York. Cunningham 
& Walsh is the agency. 


Hartford Promotes 
Hospital Policy in 


Magazine Campaign 


HARTFORD, May 29—Eight con- 
sumer magazines have been sched- 
uled by Hartford Accident & In- 
demnity Co. to promote its new 
hospitalization insurance policy 
between June and October. 

The same ad will appear in Life, 
Newsweek, The Saturday Evening 
Post and Time during June and in 
the July Farm Journal. It is also 
scheduled for October issues of 
Better Homes & Gardens, The Na- 
tional Geographic Magazine and 
Pathfinder. 

The ad illustrates various hos- 
pital services and is headlined 
“Where would the money come 
from to pay the bills?” 

Other phases of the program in- 
clude a variety of promotional 
aids for salesmen, including a sales 
presentation book and a _ pocket- 
size calculator for computing pre- 
miums. Direct mail, radio spots 
and newspaper mats have also 
been prepared, for use by agents. 

Marschalk & Pratt Co., New 
York, is the agency. 


tive of the Bas- 
sick division of 
Stewart - Warner 
Corp. prior to 
joining Capper. He spent three 
years in the Army Air Force and is 
a graduate of the University of 
Bridgeport. 


Ray Patterson Jr. 


Nelson Names Salisbury 


Edward Salisbury, formerly of 
|the retail promotion department 
|of the New York Mirror, has been 
|named advertising director for 
| Thomas Nelson & Sons, New York, 
publisher of the revised standard 
version of “The Holy Bible.” 


The writer this substantia 
most of his best years ahe 


accounts. 


nity and advancement. 


leading accounts ranging 


Agency Copywriter 
Wanted 


seeks is, above all, an dea man. Young enough to have 
years and depth of experience on many types of 


He is able to stand on his own two feet, yet work 
smoothly as a part of a closely knit team. Chances are 
he is now successfully employed but seeks opportu- 


We are a medium size, well-established agency with 


Working conditions are fine, the atmosphere congen- 
ial, the rewards commensurate with experience and 
ability. Our staff knows of this advertisement. Write... 


BOX 540 — ADVERTISING AGE 


1, respected Chicago agency 


ad. Mature enough to have 


from food to hard goods. 


Chicago 11, Illinois 
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Advertising Age, June 1, 1953 


AFL to Study Practices of Union 
Papers as Result of ‘Courier’ Case 


New York, 
strenuous efforts to eliminate un- 
ethical “labor” papers will be un- | 


dertaken by the International La- signs are printed and distributed | 


bor Press of America. This is an 
American Federation of Labor or- 
ganization of 232 union publica- 
tions. 

Lewis M. Herrmann, secretary- 
treasurer of ILPA, plans to make 
this one of the major subjects for 
discussion and action at the or- 
ganization’s convention in_ St. 
Louis next September. | 

In particular, Mr. Herrmann is | 
critical of the Federal Trade Com- 
mission for its handling of the 
Trade Union Courier case. The 
Courier, a privately owned labor 
paper, has been denounced by 
the AFL and National Better Busi- 
ness Bureau. 


s A complaint was filed with 
FTC by ILPA against the Courier | 
in March, 1952, charging unfair | 
business practices. Specific charges 
reportedly included unethical high 
pressure selling by telephone, bill-| 
ing for advertising space without 
written authorization, and mis-_ 
representation in regard to union 
affiliation. 

In September, 1952, an FTC ex- | 
aminer, after hearings, recom- 
mended that the complaint be dis- 
missed. However, counsel for FTC | 
has recently recommended new 
hearings based on new evidence. 

Corroboration of complaints 
against the Courier, many of them | 
of recent date, was given to AA} 
by the Better Business Bureau of | 
New York. The Courier, according | 
to the BBB, has no official affilia- 
tion with AFL, and business men 
have been so advised (AA, April 
14, ’52). 


® According to the BBB, Max-| 
well C. Raddock, publisher of the | 
Courier, has an arrangement with 
business agents of local unions to 
receive packages of issues of the 
Courier at union halls for mem- 
bers to pick up as they choose. The 
publication did not submit a. 
circulation statement when re-. 
quested, AA was told, and did not 
give satisfactory answers to ques- 
tions asked by BBB representa- 
tives. 

Mr. Raddock, on the other hand, 
told AA that his publication is 18 
years old, that it is a “pro-AFL” 
newspaper serving 2,000 unions 
nationally, and that it has been 
indorsed by several international 
unions. 


es Mr. Herrmann has pointed out 
that hundreds of legitimate labor 
publications throughout the coun- 
try sell advertising on the same 
basis as other publications. “Es- 
tablished rates are published and 
no false promises are made,” he 
said. ; 

Nationally, the labor press is. 
represented by Trade Union Ad- | 
vertising, 1133 Broadway. Alex 
Smith, head of TUA, told AA that 
his organization represents 180 
labor publications with an over-all 
circulation of 4,000,000. Rates are 
published in Standard Rate & Data 
Service, and rate cards are issued 
to advertisers and agencies. 

The Cincinnati Chronicle 
(AFL), Mr. Smith said, was the 
first labor publication to join Au- 
dit Bureau of Circulations several 
years ago. A number of other 
labor papers, he said, are prepar- 
ing to make application for ABC 
membership. 

TUA does not represent the 
Courier. 


® Stressing the “dollar for dollar” 
value basis on which space is sold, 
Mr. Smith cited a complete mer- 
chandising service for national 
advertisers that appear in the 


May 27—More labor press. Retail stores are con-| 


tacted by mail and by his repre- 
sentatives, he said. Store window 


by each paper in which advertis- 
ing appears. Samples of the ads 
are mounted on posters headed, 
“As advertised in the labor press.” 
These are placed on union bulletin 
boards and prominent locations 
wherever union consumers gather. 

Other merchandising services 
include sampling and distribution 
of literature at union meetings. 


# “Accounts such as Seagram’s, 
Chesterfield, Sears, Roebuck, A&P, 
Prudential Insurance and others,” 
Mr. Smith said, “are sold on the 
basis of results. They continue in 
our publications only because re- 
sults materialize. The only good 
will that we talk about is the good 


will which develops trom an ad-, Guide to Exporting Issued 


vertising investment in the labor 
press that shows results.” 


Four Name Parker-Allston 

Four companies have appointed 
Parker-Allston Associates, New 
York agency, to handle their ad- 


'vertising. They are Lumber Mu- 


tual Insurance Co. of New York, 
Union Reinsurance Co., American 
Plan Corp. and Insurance Co. of 
Delaware. 


Cowee Appointed Harris V. P. 
Howard M. Cowee, formerly v.p. 
in charge of eastern operations and 
research director for W. L. Stens- 
gaard & Associates, has been 
named v.p. of William Melish Har- 
ris Associates, New York, consult- 
ant, designer and producer of 
point of sale promotional material. 


Incorporates Triangle Co. 

Triangle Broadcasting Corp., 
Winston-Salem, N.C., has been in- 
corporated with authorized capital 
stock of $300,000. Incorporators are 
W. K. Hoyt, Harold Essex and W. 
P. Sandridge, all of Winston-Sa- 
lem. 


| The New York State department 
/of commerce has issued “The Whys 
‘and Hows of Exporting for the 
| Manufacturer,” a 32-page booklet, 
available upon request from the 
department at 112 State St., Al- 
bany 7, or from any of its Jl re- 
gional offices. 


To Jetferson Advertising 
Denison-Johnson Sales Corp., 
Mankato, Minn., manufacturer of 
| Johnson reels, has appointed Jef- 
‘ferson Advertising Agency, La 
Crosse, Wis., to handle its adver- 
tising. Basic media for 1953 in- 


|clude Field & Stream, Outdoor 


‘Life and Sports Afield. 


| , dele 
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FREE & PETERS 
Notional Representatives 


NOW you can be sure of reaching the largest group of 
consumers in the rich Northern California market over 
Channel 4. Now you can take advantage of KRON-TV's 
4-POINT SUPERIORITY. 


@ HIGHEST ANTENNA in the San Francisco-Oakland Bay 
Area, with effective transmitting height of 1441 feet, 
gives you maximum clearance of local obstructions. 


@ HIGHEST POWER allowed by law for Channel 4 gives 
you added thousands to see and hear your sales message. 
Viewers as far away as 200 miles report fine reception. 


@ LOW FREQUENCY on Channel 4 gives you a more 
efficient wave length and more effective coverage over 
a wider area. 


e@ GREATER DEPENDABILITY. Your advertising benefits 
from the unmatched protection of a double antenna 
system and an automatic standby generator to insure 
against telecast failure. 


Add it all up and the answer is: You get better coverage... 
more complete coverage...more dependable coverage in 
Northern California on Channel 4. Take advantage of 
KRON-TV’'s 4-POINT SUPERIORITY for 


SUPER SALES from a SUPER-SIGNAL 


RONG 


SAN FRANCISCO 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


A Reader Says There's No Such Thing as 
Measurement of Response to Advertising Art 


To the Editor: From time to 
time, articles dealing with adver- 
tising art appear in advertising 
journals. Unfortunately, some of 
these articles have conveyed a 
false impression concerning know- 
ledge in this field. 


'YONNE SAYS: Guess whose 


CAKE MIX SELLS BEST 
in Bayonne 


ANSWERS 
THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 


“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


| 
! 


The Sept. 15, 
ADVERTISING AGE, 
carried an article captioned, ‘““Mod- 
ern Art Not Good on Posters, Psy- 
chologists Say.” This article refer- 
red to a study of some 18 driving 
safety posters utilized by the Army 
Air Forces. This study, made by an 
organization headed by a specialist 
in aviation psychology, was under- 
taken to determine the effective- 
ness of these posters in terms of 
remembrance by percipients. For 
this purpose, recognition and aided 
recall techniques were employed. 

This particular study is some- 
what similar to the readership and 
copy research studies of advertise- 
ments that have been made for 
years in the field of advertising. In 
these latter studies, as in the above 
mentioned study, the researchers 
will very often have something to 
say about the response of people 
to the art content of the advertise- 
ments. 

Now the ability of such studies 
as the above to determine reader- 
ship accurately is constantly being 
questioned. But even if one were 
to assume their reliability in this 
respect, it is obvious that what 
such studies are measuring is overt 
response to advertisements, not art. 
There is no justification for as- 
suming their ability to measure re- 


1952, 


= 


Bonr nal 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


372,946 DAILY °* 


301,686 SUNDAY 


issue of | 
for example, | 


| Sponse to art. Such studies provide | 
little information of real value) 
‘concerning the total response of | 
to advertisements. The) 
whole process by which advertise- | 
ments may influence human action 
is largely unknown. There is no 
science of persuasion although 
some people seek to create that 
impression. 

As regards the art content of ad- 
vertisements, it is absurd for any- 
one to assert that this or that type 
of art is “best.” It has not been 
possible to isolate the art content 
of advertisements and to determine 
its relation to the whole and even 
were this possible it would still 
mean nothing. 

A study of art will indicate that 
for almost 3,000 years philosophers 
and psychologists have engaged in 
speculations and investigations into 
the nature of art and individual re- 
sponse to it. But centuries of study 
in this field has resulted in little 
more than various theories about 
art but few facts, and one authority 
concludes that not much more is to 
be expected in this direction in the 
next 3,000 years! A psychology of 
aesthetics is a pious hope rather 
than a reality. Nothing is known 
concerning what effects different 
types of art may have on the emo- 
tions, attitudes, thoughts and ac- 


| people 


tions of people. No one can predict 
how people will respond to future | 
art. 

a | 
In regard to art for advertising, | 


there is no scientifically accept- | 


and 
purposes. There is absolutely no 
acceptable proof that so-called | 
“modern art” for example, is un-| 
suitable for advertisements. | 

The art “likes” or preference of | 
people that are manifested in such | 
ways as the type of art purchased | 
for homes, their opinions about art, 
etc., are meaningless for the adver- 
tiser unless it can be shown that a 
person’s avowed “likes” bear 
some relation to his perception of 
stimuli. Also, a “like” has different 
degrees and dimensions. The color 
black, for example, may be liked 
for one purpose and detested for. 
another. 

Most advertisers and agencies | 
would seem to adopt too dogmatic | 
an attitude towards art in view. 
of the little that is really known 
about it. A more “open-minded” 
attitude would be desirable. 

H. GARNER, 
Chicago. 


|Adman Pays Tribute to 
|George Burton Hotchkiss 
| To the Editor: The April 6 is-| 
| sue of ADVERTISING AGE carried the 
|news of the death of George Bur-| 
'ton Hotchkiss. For those of us who 
|knew him, or studied under him 
'at New York University, no obitu- 
ary or eulogy could add to our 
feeling for him. Yet I couldn’t help 
but feel as I read your story that 
it was much too short for so “long” 
|}a man. It did not tell the newcom- 
/ers and those who never knew him 
|that one of advertising’s truly 
| great men had passed. It did not do 
|justice to a man whose name one 
day will be, I am certain, in the 
| Advertising Hall of Fame. 
I can’t pay greater tribute to 
| Prof. Hotchkiss than Bruce Barton 
_and Ralph Starr Butler, among 
others, have alreaiy paid publicly. 
But I would like to add some de- 
tails to your story so that all your 
readers might know that advertis- 
ing suffered an ‘revocable loss a 
few weeks ago. 
Prof. Hotchk::s 
courses of advert 
riculum of a grea 
advertising was 


introduced 
ing into the cur- 
university when 
still, in many) 


minds, a synonym for patent med-' 


icine. During the 45 years that he 
taught marketing and advertising 
at New York University he influ- 
enced literally thousands of to- 
day’s advertising men—including 
Abbott Kimball, Bob Degen, Otto 


_Kleppner, James D. Mooney, Gen. 


Frank Howley, William A. Robin- 
soi and many others. Equally im- 
portant, perhaps, are the thou- 
sands of accountants, journalists, 
bankers, and economists who took 


|elective ¢ourses with him and to- 


day have a greater appreciation 
and respect for advertising for it. 
It was impossible for anyone—ad- 
vertising man or not—to take a 
course with Hotchkiss without 
coming away with a greater reali- 
zation of the importance of mar- 
keting and advertising to a free 
economy—and with a new appre- 
ciation of the responsibilities of 
advertising as a force for good. 

It is a measure of the man to 
note that he was seriously hard- 
of-hearing throughout his teach- 
ing career. For most men that 
would have been an insurmount- 
able hurdle. Hotchkiss accepted it 
philosophically-—and succeeded as 
a teacher in spite of -it. 

Although he was a very serious 
scholar of marketing and distribu- 
tion—perhaps the most learned 
student of the history of market- 
ing—Prof. Hotchkiss never mis- 
took an ivory tower for Madison 
Ave. He was a prime mover in 
many movements to bring aca- 
demic teaching closer to practical 
usage. He was instrumental, for 
example, in the merger of the Na- 
tional Assn. of Marketing Teachers 
with the American Marketing 
Assn. He instituted many evening 
courses in advertising at New York 
University and persuaded busy 


able proof that would indicate the |@dmen to teach them. The profes- 
superiority of certain types of art | Sional I 
techniques for advertising|George Burton Hotchkiss chapter 


member roster of the 
of Alpha Delta Sigma, the na- 
tional advertising fraternity, is a 
veritable who’s who of advertis- 
ing—remarkable evidence of the 
esteem in which he was held, and 
of his constant efforts to link the 


classroom with the going business. 


Hotchkiss also influenced untold | 
numbers of advertising men whom | 
he never met through the books) 
he wrote. His “Advertising Copy” | 


is the standard work on the sub- 
ject, surprisingly timeless for a 
field that, to us in it, seems to be 
changing constantly. His other 
texts are used in colleges and uni- 
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| versities all over the country and, 
| equally 


important, are on the 
desks of practicing advertising 
/men all over the country. 

An outstanding teacher, a great 
author, and a true scholar—Prof. 
Hotchkiss was all these things and 
something more. He was a cul- 
tured gentleman—generous, kind, 
and sympathetic. He not only en- 
couraged young people, he helped 
many of us get our first job. He 
worked hard and lived moderately 
—content with a professor’s salary 
in exchange for the satisfaction of 
knowing that he had contributed 
to a business he believed in and 
loved. 

Advertising today is more re- 
spected, more useful, and more ef- 
fective because George Burton 
Hotchkiss devoted his life to it. I 
think that all of us—whether we 
knew him or not—owe him a large 
debt of gratitude. 

JOHN H. LEONARD, 

Batten, Barton, Durstine & Os- 

born, New York. 

* * e 


Says ‘Nuts to Good Old Days’ 

To the Editor: I agree complete- 
ly with your editorial “A Touch of 
Heresy” (AA, May 4). Yes... there 
were some outstanding stars who 
turned out shining copy in adver- 
tising’s earlier days. Plaudits and 
palms to them...but nuts to “the 
good old days.” 

There is plenty of copy turned 
|out today that sings and sells... 
/'and you will find a lot of it in Ad- 
vertising Council campaigns pre- 
pared by the volunteer agencies. 

Bob Murray’s piece about job 
/hunting in the agency field, in the 
‘same issue, was lively and interest- 
‘ing. Congratulations to him! 

MAXWELL Fox, 
The Advertising Council, New 
York. 


” « * 

Extra Whittier Copy Needed 
To the Editor: Charles L. Whit- 

tier’s talk before the Assn. of Na- 

| tional Advertisers, reported in the 

| April 13 issue of ADVERTISING AGF, 


IT’S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. and newspapers reach 
top circulations because of 
them. SINGLE PRINTS or 
money-saving sub. avail- 
eble Write for FREE Proof- 
book Ne. 1) 

EYE*CATCHERS, Inc. 
207 E. 37th St., N. Y. City 16 


how big 
a 

printing 

plant? 


The printing plant of ideal size, as we see it, 1s one big enough 
to handle your job and small enough to make it important. 
We've never been too small and never will be. We haven't 
always been big enough, but we have been for some ten years. 
In our shop you hear people called Joe or Pete or Jim or Bill. 
You seldom hear anyone called Mr. Zilch—and you never hear 
anyone called Hey You! If we told you that our payroll num- 
bered 150 you probably couldn’t be sure whether that was 
good or bad, but if we told you the president of the company 
probably knew the details about your job you'd like it. He does. 


carl gorr printing company 


1801 W. Byron St., Chicago 13, Ill. - Bittersweet 8-1331 
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is one of the best articles I have) 
ever read on the subject of adver-_ 
tising. 

In order that we may keep our 
ADVERTISING AGE file intact, would 
it be possible for us to get either 
a reprint of this article or an addi-| 
tional copy of the April 13 issue? 
We shall be glad to pay whatever 
cost is involved. .. 

CEcIL B. JOLLEy, 

Cecil B. Jolley, Advertising, 

Kansas City, Mo. 


a * 
AA Erred; Dame Nature 
Co. Wasn't Sold 
To the Editor: We appreciate, 
your publishing in your May 11 is- 
sue of ADVERTISING AGE the passing | 
of our founder and president, Ba- | 
sil D’Emo, on May 3, at Medical 
Center, in New York City. 
However, we should like to in-| 
form you of an error in said obitu-| 
ary in which it is stated that he 
had “later sold” his cosmetic and 
toiletries company. This, as you 
can see, is not the case, as we are | 


| 


presently actively engaged in the) 
sales and distribution of our prod- | 
ucts, and have been for over | 
40 years. We would be grateful. | 
therefore, if you could see to it! 
that this information be published 
in an early issue. 
B. D’EMo Jr., 
President, Dame Nature Co., 
New York. 
e % se 

Blueprint Would Heip Agency | 
Operation, Reader Observes 

To the Editor: Some ad agencies 
miss the boat badly because they | 
concentrate their efforts toward 
promoting increased billing and 
neglect the very basis of their job, | 


bound to excite the envy of brother 
artists and to get only a yawn from 
readers. Advertising can be almost 
an exact science and if used intelli- 
gently can pay off handsomely for 
all concerned. But good advertis- | 
ing just doesn’t get that way by | 
blind flying without instruments. 

JOSEPH T. JARET, 

Sales Promotion Manager, 

Benmont Papers Inc., New 
York. 


» o « 


Says: ‘Watch Error of Order’ 

To the Editor: I would like to 
pass on a word of caution to any- 
one who takes a survey that con- 
sists of a check list of various 
Magazines and newspapers 
(“Check Into Reading Habits,” by 
Whitt Northmore Schultz). | 

You must beware of the “error | 
of order.” If you list publications | 
alphabetically, you will receive) 
more favorable votes—other things | 
being equal—for magazines be- | 
ginning with “A” than for those | 
beginning with “W,X,Y, or Z.” 

Even the names on election bal- | 
lots in many communities are! 
rotated by law to prevent people | 
named Anderson from. winning | 
school board elections against. 
people named Wilson. 

Bruce LINDEKE, 

Vice-President, Edward S. | 

Kellogg Co., Los Angeles. 

Mr. Lindeke is of course cor-.| 
rect. Most competent researchers | 
rotate choices scientifically to) 
eliminate position bias. 


e . . 
He Misses Them—Even 
When It's for a Week 

To the Editor: What, I wonder, 


which is to get results for the would Ap AGE have to say about a| 
client. If they produce results the trade paper that eliminated edi- | 
increased billing comes pretty torial features of proved reader-| 
much without much pressure from interest in order to have space for. 


Of Automotive Decision Men 


ON ANY MONDAY MORN ING 


_= SERVICE 
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the agency. 
It is inconceivable but there still | 
are agencies that attempt to do a, 
job without a full blueprint in ad-| 
vance of what the client is after, | 
where he sells, whom he sells, how 
he sells, what he sells and where. 
he is going based on past opera- 
tions and future plans. 
Is there any wonder that some 
campaigns flop badly and the ad-_ 
vertisers lose faith and confidence 
in advertising generally? Too much 
copy is written to impress the 
agency boys and girls, way over 
the heads of people to be reached 
Too much art is “the latest thing” 


|advertisers’ publicity blurbs? 

It seems to me that you’ve done 
just that in your issue of May 11.| 
Sure, I can survive without Jim | 
Woolf and the Creative Man for. 
one week, but I’m a little disil-| 
lusioned at having caught the dea- | 
con shooting craps. | 

CHARLES F. Gauss, 

Oakleigh R. French & Associ- | 

ates, St. Louis. 

This is one of the nicest com- | 
plaints we’ve ever received. We 
left the features out of the May 11 | 
issue because we didn’t want any 
subscriber breaking his arm trying | 
to lift that issue. 


| 
| 
| 


THE MEN 


WHO PRINT America’s leading magazines think, 


by necessity, in hairlines of quality. They know 


and appreciate the difference between plates 


that are “good enough” and those that are 


superlatively fine. They also know, and fre- 


quently tell us, thatengravings from CM & H 


invariably print 


well in the magazine. 


MILLER & HUTCHINGS, INC. — 


207 NORTH MICHIGAN AVENUE Cn CAGT 1 
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decisions. 


MANUFACTURERS 
<-.- 


Top executives of the nation’s au- 
tomotive manufacturers start their 
week off with AUTOMOTIVE 
NEWS, too. Their jobs depend 
on keeping abreast of EVERY 
development in the broad auto- 
motive industry. AUTOMOTIVE 
NEWS maintains news bureaus 
and correspondents in all parts 
of the world to give these men 
the news they need, That's why 


Authority” . . 


world, 


vertising message in with it. 


ALL 3 ARE HIGHEST 
IN THE INDUSTRY: 


executives 
@ Subscription Price: $8 per year 
@ Renewal Rate: 88.3% 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INOUSTRY 


DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York —Edwerd Kruspek, Advertising Manager, 51 E. 42nd St., Murray Hill 7-687! 
Chicago — J. Goldstein, Western Manager, 360 N. Michigen Ave., State 2-6273 
Los Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg., Weedward 3-0495 


PENOBSCOT BUILDING ~ 


Here's a scene that takes place in the offices of 
over 29,000 car dealers every week. All the men 
who “count” in these dealerships look forward to 
and rely on AUTOMOTIVE NEWS. because it 
keeps them posted on ALL the latest news in the 
automotive industry—especially the news devoted 
to car dealership operations. It’s news that these 
Decision Men need in making their buying 


i] 


it’s generally regarded as the industry's ‘Voice of 
. why all the mass media depend 
on it, too. For AUTOMOTIVE NEWS is the 
most quoted source for automotive news in the 


AUTOMOTIVE NEWS is the ONE publication 
that “gets in” every week to these 2 big markets 
—manufacturers and car dealers. Send your ad- 


@ Circulation among car dealers and factory 
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‘Times-Picayune 
Wins High Court 
Unit Rate Case 


(Continued from Page 1) 
City Star uses illegal forced com- 
binations for advertising and home 
delivery. 


s Today’s decision reversed the 
findings of district Judge Herbert 
Christenberry of New Orleans, 
who had ruled that the unit rate 
was an unreasonable interference 
with competition in the afternoon 
field between the States and the 
New Orleans Item. 

In reversing Judge Christen- 
berry, the Supreme Court said the, 
government failed to prove that) 
the Item has been injured, and 
that in fact, “it appeared to be do- 
ing well.” 

The majority concluded that the 
Times-Picayune Publishing Co. 
was “predominantly motivated by 
legitimate business aims” when it 
adopted the unit rate. 

The decision pointed out that, 
the Item, and its morning counter-_ 
part, the Tribune, had used a) 
forced combination rate for classi- | 
fied throughout the 1930s. The 
court observed that the Times-| 
Picayune adopted the combination | 
classified rate in 1935 “to counter- 
act the competition of the Item 
and the morning Tribune.” 


= Similarly, the court said, com- 
petitive business considerations 
apparently actuated the adoption 
of the unit rate for general dis- 
play linage in 1950. 

Noting that 180 other publish- 
ers were already using unit rates, 
the court observed, “By adopting 
the unit plan for general display 
linage at the time it did, the 
[Times Picayune] Publishing Co. 
devised not a novel restrictive 
scheme but aligned itself with the 
industry’s guide. By that time, the 
Tribune was out of business, and 
the Times-Picayune had the morn- 
ing field to itself.” 

However, the court noted that 
publishers face competition from 
media other than newspapers. 

“The unit rate,” the court said, 
“was viewed as a competitive wea- 
pon in the rivalry for national ad- 
vertising accounts. Lower milline. 
rates visualized as a consequence 
of unit insertions might attract 
national linage from advertisers 
utilizing newspapers in other cit- 
ies, as well as counteract a nation- 
al advertisers’ trend away from 
newspapers toward other mass 
media.” 


s The court added that refusal to 
sell advertising, per se, does not 
violate the law. There is no par- 
allel here, the court said, with the | 
Lorain Journal case, where a) 
single newspaper’s refusal to sell | 
to advertisers was “a bold, relent- 
less and predatory” effort to pre- 
vent them from using a competing 
radio station. 

Acknowledging the importance) 


of these entering dailies encoun- that the Times-Picayune and the 


THE WINNER—Mrs. Dorothy B. McCann, producer of the “Dr. 
Christian” program (CBS-AM), presents Robert Ryne of Mont- 
gomery, Ala., with his $2,000 prize for this year’s best ‘Dr. 


Christian’ program. 
Christian” script. Looking on (left to right) are Jean Hersholt, 


Lumberman. 


star of the show; Arthur B. Richardson, president, and Bosil, 
Emery, v.p. of Chesebrough Mfg. Co., which sponsors the “Dr. 


Mr. Ryne is a reporter for the Alabama 
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TIMS IS ‘SATISFIED’; 
STERN ‘INTERESTED’ 


| New ORLEANS, May 26—After 
the ruling of the Supreme Court, 
John F. Tims, president of the 
Times-Picayune Publishing Co., is- 
sued the following statement: 
“The decision of the United 


| States Supreme Court in our favor 


means great satisfaction to the en- 
tire organization. 

“This has been a long, hard fight. 
In this fight we had the whole- 
hearted support of many fine 
newspapers throughout the nation. 

“The government’s failure to 
maintain its charges that we had 
violated the anti-trust law is 
gratifying, but not surprising. 

“As we said at the outset of our 


|appeal to the highest court, the 
| Times-Picayune 
| will continue dedicated to vigor- 


Publishing Co. 


ous competition and the American 
system.” 


ws David Stern, publisher of the 
New Orleans Item, issued the fol- 
lowing statement regarding the de- 


cision: 


“The New Orleans Item, while 


its forthcoming institution of unit; publications shared equally in the, pany in its two newspapers, how- not a litigant in the case, was nat- 


sélling to general 


about 180 other publishers of) Picayune would have sold 3314%; 
morning-evening newspapers had in the absence of patent or copy- 


market declined but 2%... 
“In effect, the publishing com- | 


advertisers, total volume of linage, the Times- ever, the Item’s share of the total urally interested in its outcome. 


We felt that the upholding of U.S. 
District Judge Herbert W. Chris- 


previously adopted the unit plan. | right control, the small existing | pany’s unit plan merely reallo-|tenberry’s decision would result in 
Of 598 daily newspapers which increment cannot confer that mar-| cated the linage sold by its two | strengthening competitive journal- 


broke 
1929 and 1950, 38% still published | sult in a Sherman Act offense. 
when that period closed. Forty-six! “The district court determined 
tered the competition of estab-| States were separate and distinct 
lished dailies which utilized unit | newspapers published under single 
rates; significantly, by 1950, of ownership and control. But that 
these 46, 41 had collapsed. Thus a the readers consciously distin- 
newcomer could calculate his | guished between these two news- 
chances of survival as 11% in | papers does not necessarily imply 
those cities where the unit plans|that the advertisers bought sep- 
had taken hold. Viewed against the arate and distinct products when 
background of rapidly declining jnsertions were placed in the’ 
competition in the daily newspa- | Times-Picayune and States. So to| 
per business, such a trade practice conclude here would involve spec- 
becomes suspect under the Sher-| ulation that advertisers bought 
man Act. ‘space motivated by considerations 

other than customer coverage; that 
s While the court agreed that “ty- their media selections, in effect, 
ing arrangements” violate the law,| rested on generic qualities differ- 
it found that the violation depends | entiating morning from evening 
on proof that the seller enjoys a| readers in New Orleans. 
monopolistic position in the mar- 
ket for the “tying product.” 

“The publishing company stands 
accused not of tying sales to its 
readers but only to buyers of gen- 
eral and classified space in its 
papers. 

“For this reason, dominance in 
the advertising market, not in 
readership, must be decisive in 
gaging the legality of the com- 
pany’s unit plan.” 


s “Although advertising space in 
the Times-Picayune, as the sole 
morning daily, was doubtless es- 
sential to the blanket coverage of 
the local newspaper readership, 
nothing in the record suggests 
that advertisers viewed the city’s 
newspaper readers, morning or 
evening, as other than fungible 
customer potential. We must as- 
sume therefore that the readership 
bought by advertisers in the 
Times-Picayune was the self-same 
product sold by the States, and for 
that matter, the Item. 

“The factual departure from the 
‘tying’ cases then becomes mani- 
fest. The common core of the ad- 
judicated unlawful tying arrange- 
ments lies in the forced purchase 
of a second distinct commodity 
with the desired purchase of a 
dominant tying product, resulting 
in economic harm to competition 
in the ‘tied’ market. 

“Here, however, two newspa- 


® The court then declared, ‘“‘We do 
not think the Times-Picayune oc- 
cupied a ‘dominant’ position in the 
newspaper advertising market in 
New Orleans. 

“Excluding advertising placed 
through other communications. 
media and including general and 
classified linage inserted in all 
New Orleans dailies, the Times- 
Picayune’s sales of both general 
and classified linage over the 
years hovered about 40%. 

“If each of the New Orleans 


did the unit plan take from the| 
Times-Picayune and give to the | 
States. Apparently it also led more. 
advertisers to insert in the Item, 
which sold general display space 
to a proportionately greater num- 
ber of accounts in 1950 than in 
1949. 


s “Meanwhile, the Item flour-| 
ishes. The ten years preceding this | 


trial marked its more than 15% | 


growth in classified linage. Be- 
tween 1946 and 1950 its general 
display volume increased almost 
25%. The Item’s local display 
linage is twice the eauivalent lin- 


“And 1950, the Item’s peak year 
for total linage comprising all 
three classes of advertising, 
marked its greatest circulation in 
history as well. In fact, since in 
newspapers of the Item’s circula- 
tion bracket general display and 
classified linage typically provide 
no more than 32% of total reve- 
nues, the demonstrated diminution 
of its New Orleans market shares 
in these advertising classes might 
well not have resulted in revenue 
losses exceeding 1%. 

“Moreover, between 1943 and 
1949 the Item earned over $1,400,- 
000 net before taxes, enabling its 
then publisher in the latter year té 
transfer his equity at a new profit 
of $600,000. The Item, the alleged 
victim of the Times-Picayune 
company’s challenged trade prac- 
tices, appeared, in short, to be 
doing well.” 


# In a dissent for himself and 
Justices Hugo Black, William O. 
Douglas 
Justice Harold Burton said the 
court erred by considering all 


pers under single ownership at 


the same place, time and terms) 


three newspapers as a single mar- 


age in the States. 


and Sherman Minton, | 


of a “vigorous and dauntless press” es 
to the maintenance of a free so-| > 


ciety, the court expressed con- 
cern over a “drastic economic de- | 
cline” which newspapers have suf- : 
fered in recent years. pee ie | 2 

It pointed out that advertising is ee 
the economic mainstay of the| & 
newspaper business, providing| @ 
two-thirds of the industry’s in-| 7 
come. 


| 
s “Obviously,” the court said, 
“newspapers must sell advertising | 
to survive. 


}and the market the same.” 


. Turning to the impact on the. 


k 
sell indistinguishable products to) 


advertisers; no dominant tying Times-Picayune enjoys a distinct, 


product exists (in fact, since space | ¢oneeded and complete monopoly 
in neither the Times-Picayune nor | of access to the morning news- 


et. 
“The complaint is that the 


jthe States can be bought alone, ‘paper readers in the New Orleans 
one may be viewed as ‘tying’ as area and that it uses that monopoly 


the other); no leverage in one to restrain unreasonably the com- 


|market excludes sellers in the petition between its evening news- 


second, because for present pur- paper, the New Orleans States, 
poses the markets are identical) and the independent New Orleans 
Item, in the competitive field of 
evening newspaper advertising. 
“Insistence by the Times-Picay- 
Item, the court reached the con-| une upon acceptance of its com- 
clusion that there had been no in- pulsory combination advertising 


into publication between | ket dominance. ..which would re- constituent papers. And not only ism in the United States.” 


W. P. Booth, H. R. Potter 


Named Esty Company V. P.s 
William P. Booth, formerly v.p. 


at Sullivan, Stauffer, Colwell & 


Bayles on the Lever Bros. account, 
has joined William Esty Co., New 
York, as a v.p and member of the 


} 


William Booth 


H. Ross Potter 


service group on the Colgate-Palm- 
olive-Peet account. 

H. Ross Potter, who has served 
with the C-P-P service group for 
the past two years, has been ap- 
pointed a v.p. and will continue on 
the Colgate account. In addition, 
John J. Hill Jr., a member of the 
art department of Kenyon & Eck- 
hardt for the past 18 years, has 
joined the Esty organization as art 
director. 


Rita's ‘Salome’ Gets 
World-Wide Advertising 

Columbia Pictures International 
Corp., New York, is using ads in 
all 30 international editions of 
Reader’s Digest to drum up busi- 
ness for “Salome” among an esti- 
mated 30,000,000 people in nearly 
60 countries outside the U.S. The 
|Technicolor extravaganza _ stars 
| Rita Hayworth and Stewart Gran- 
| ger. 

The campaign started with full 
pages in color in the English and 
French edition of the Canadian 
| Digest in May. In July the copy 
| will run in the Japanese and Au- 
stralasian editions. Before the 
| drive is finished the ad will have 
| been printed in English, Spanish, 
Portuguese, Danish, Finnish, Swe- 
dish, Japanese, Norwegian, French, 
German, Italian and Korean. Dona- 
hue & Coe, New York, is the agen- 
cy. 


Ethyl Buys Film Show 

Ethyl Corp., New York, is spon- 
| soring “The Big Playback,” a pro- 
gram of film highlights from top 
sporting events over 44 TV sta- 
tions. Time was bought on a spot 
| basis through Batten, Barton, Dur- 
| stine & Osborn. 


“While newspapers in 1929 gar-| 


nered 79% of total national adver- 
tising expenditures, by 1951 other 


| | jury. 
| “In the single recorded year of 


B. I. TOLINE, director of sales training for. . a 
ae a, poten a aie of orm its existence, the combination plan 


contracts makes payment for and 
publication of classified and gen- Agency Resigns Account 
eral advertising in its own evening|, Wilson, Haight & Welch, Hart- 


mass media had cut Newspapers’ inoiements and troctors, hot been pro-|@id diminish by 7% the Item’s paper an inescapable part of the | ford and New York, has resigned 


share down to 34.7%. 
“When the 
Publishing Co. in 1949 announced 


moted to director of advertising. Mr. To- Share of linage if measured solely 


' director since 1917, who retires June 6.  linage sold by the publishing com- 


ithe account of Consolidated In- 


price of access to the all-impor-| gi ctries. Chesire, Conn 


because 


Times-Picayune | line succeeds H. M. Railsback, advertising @8ainst the States. Against the tant columns of the single morning) of competitive conflicts with other 


paper.” agency accounts. 
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Charges of Misleading Claims Puts 
Advertising in Jeopardy: Staudinger 


Klitten Tells SCAAA 
How His Agency Cut 
Art Department Costs 


Coronapo, CAL., May 26—Ap- 
proximately 150 members of the 


Southern California Advertising | 


Agencies Assn. heard last weekend 
that “the entire advertising indus- 
try is in jeopardy.” 

The speaker at the third annual 
conference of the group was C. E. 


Staudinger, of Warwick & Legler, 
Los Angeles. He noted that the 
prohibition movement began gain- 
| ing momentum in 1907 and was on 
| the law books by 1918. 

He said the cigaret business is 
in the early stages of a similar sit- 
uation today. He noted as bell- 
wethers increasing tendencies for 
doctors to prescribe that patients 
stop smoking and a Reader’s Digest 
story on smoking and lung cancer. 


# These developments he tied in 


ERY 


‘LIBEL 
‘SLANDER > 
HAZARD. | 


ADVERTISERS © AGENCIES @ CLIENTS 

are all exposed daily to-claims for LIBEL, 

» SLANDER, Invasion of Privacy, Viola- 

tion of copyright. 

INSURE THIS HAZARD! 

Our unique policy is adequate and 

amazingly inexpensive. Experience 
proves — it's smart to be protected. 


WRPTE FOR DETAILS 


AND RATES * 
“EMPLOYERS 
REINSURANCE | 


CORPORATION 


Insurance Exchange 
Kansas City Mo, 


Advertising Age, June 1, 1953 


| with charges of false and mislead- time. During the last few months of | and creative planning. x 


ing advertising ° 
ited to the cigar: 
fined to the ac: 

Trade Commission.” 

Mr. Staudinger said the advertis- 
ing industry is 
cause it can only 
nomically if it 


justify itself eco-| 


of those surveyed who said they| 
do not believe certain types of ad-| 
vertising. 

But he closed on an optimistic 
note: “Thank God the advertising| 


the sand like the brewers and dis- 
tillers did back in 1907. We’re do-| 
ing something about it. We are 
trying.” 


® Martin R. Klitten, who heads the 


name, advised agencies to investi- 
gate their art department billings. 
He said: 

“For several years we had the 
problem of how to bill for the | 
greater part of an art director’s| 


in jeopardy “be-| 


has the buyer’ s| 
faith.” And he noted surveys rang-| 
ing from one-fourth to four-fifths, 


industry isn’t sticking its neck in| 


Los Angeles agency bearing his| 


‘by no means lim- this period, we were able to bill) 
‘t industry or con- less than 15% of his working time. ents now contain items such as 
‘on of the Federal The rest was put on time sheets | “creative planning and organiza- 


as discussions with contact man, 
visits to clients and creative work. 

“We called a halt to all of this 
and revised our procedure. During 
the past year, as a result, we re- 
duced the net cost of our art de- 
partment more than $43,000—yet 
increased total production by 38% 
and increased the total gross prof- 
‘it to the agency from 39.7% to 
46. 99%. This is how we approached 
the problem: 
| 
|@ “1. The art department is a sep- 
| arate business. 

“2. It is not an endowed char- 
ity—it has to be paid for what it 
does. 
| “3. We established definite prices 
for layouts and roughs and comps. 

“4. And we now receive a 
monthly invoice from the art de- 
partment for every job, for every 
layout, for every pasteup and for 
every hour invested in production 
time, or in art direction, discussion 
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225,421 Daily 


Retail Advertising 
General Advertising 
Classified Advertising 


Portland City Zone 


City & Retail 
Trading Zones 


Total Oregon Market 
283,744 Sunday 


BOTH DAILY 
ano SUNDAY 


than a 
other 


ny 


medium in 
the Oregon 
Market! 
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More women use The 
Oregonian to prepare 
shopping lists than any 
other Portland medium, 
according to an indepen- 
dent shopping habits sur- 
vey of grocery customers 
made by Reed College. 
Write The Oregonian for 
your survey copy today. 
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PORTLAND, OREGON 


Largest Circulation in the Pacific Northwest 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


Mr. Klitten said invoices to cli- 


tion,” “mechanical production” and 
a “service and supervision fee.” 
The last item, he explained, “elimi- 
nates all thought of a free ride by 
cutting any mention of 15% agency 
commission.” The new billing item 
implies “a service rendered and 
builds confidence.” The commis- 
sion per cent item, he said, leads to 
questions and implies a free ride. 


s Stanley Spero, of station KMPC, 
Los Angeles, told a media round- 
table his station has had good ex- 
perience in the past year with “the 
vertical saturation method of buy- 
ing availabilities.’’ He said: 

“Lewyt vacuum cleaner in a 
three-week campaign in March of 
this year, using six Los Angeles 
radio stations, reported that all of 
its dealers completely sold out 
their stock of the vacuum cleaners. 
Hoover iron reports through its 
agency, Anderson-McConnell, that 
radio with 18% of the over-all ad- 
vertising budget contributed 60% 
of the sales results.” 

James C. Morgan, v.p. of Ray- 
mond R. Morgan Co., Los Angeles, 
and producer of “Queen for a 
Day,” predicted big cost-cutting 
results from tape recording of pic- 
tures for television being devel- 
oped by the Crosby Foundation 
and Minnesota Mining & Mfg. Co. 
He said that, as matters now stand, 
coaxial cable and relay station 
fees are expensive for multiple 
outlet television, film is very ex- 
pensive, and Kinescope’s quality, 
although acceptable in the West, is 
not good enough in the East 
‘‘where they are used to first-class 
quality.” 


® He said TV programming leaves 
much to be desired by comparison 
with theater motion pictures, and 
much can be done to obtain thea- 
ter-production quality at less cost 
by new camera techniques and 
production methods. 

“Television in the past couple of 
years,” he said, “has advanced and 
improved the standard motion pic- 
| ture equipment more than the pic- 
ture industry has in the past 20 
years. Electronically, films can be 
| made less expensively by using the 
| type of cameras used in television, 
by using many at one time, by 
filming on inexpensive tape, by 
having the director sitting in a con- 
|trol room and determining the 
/cuts, the closeups, the angles on 
/each camera as the performers per- 
form once. In this way, motion pic- 
| ture costs can be cut by fractions.” 


_@ Ralph Yambert, of Yambert & 
| Prochnow, was elected president, 
succeeding Kai Jorgensen, of Hix- 
son & Jorgensen. Others elected: 
Al Atherton of Atherton Advertis- 
ing Agency, Ist v.p.; Douglas 
Young, Taggart & Young Advertis- 
ing, 2nd v.p., and Walter Tilds, 
of Tilds & Cantz Advertising, sec- 
retary-treasurer. All are of Los 
Angeles. 


Tall Girls’ Market Guide 
to Be Published in July 


The first issue of “Tall Topics,’” 
issued by Talls Associates, 171 
Madison Ave., New York, a trade 
organization of manufacturers of 
wearing apparel for girls and 
women who are 5’'7” and taller, is 
set for July. 

“Topics” will list styling infor- 
mation, advertising layouts, dis- 
play dummies, ad reprints, public- 
ity releases for use by stores, 
photos and mats. 


Heads Shopper Publications 

| Alvin E. Booker has acquired 
full ownership and management 
of Shopper Publications, Philadel- 
phia, publisher of Industrial Con- 
sultant, The Shopper, Industrial 
| Reporter and The Market Basket. 
Joseph P. Aronson, formerly Mr. 
|Booker’s partner, will remain as 
art consultant. Bernard Lekoff, 
circulation director, has been pro~ 
moted to advertising director. 
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Sales and PR Notions... 


Merchandising Devices 


Montreal Marketers Elect 


Lewis Louthood, promotion man- 
‘ager for Weekend Picture Maga- 
‘zine, Montreal, has been elected 
president of the Montreal chapter 
lof the American Marketing Assn. 
‘Other officers elected are John 
‘Nickell, Ronalds Advertising Agen- 
cy, v.p.; Frank S. Lyman, v.p., Ca- 


e Carol Lane, women’s travel di-| New York, recently tried a double nadian Facts Ltd., secretary, and 


rector for Shell Oil Co., 
that women take twice as many. 
clothes on vacations as they use. 
So she and Shell are offering the 
woman motorist a free thumbnail 
guide to wardrobe-paring. 

Titled “Vacation Dress-O- 


Graph,” the 16-page booklet fea-| 


tures four two-piece “convertible 
costumes,” and uses a series of 
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CONVERTIBLE—"’Vacation 


four two-piece “convertible 
Horizontally cut pages allow her to match 
the pieces. 


cut pages to show how the pieces 
can be shifted around. In addition, 
the public service offering includes 
advice on how to pack and what 
accessories to take, down to the 
last hairbrush. 


e Northwest Aijrlines, St. 
(which soon becomes Northwest 
Orient Airlines), will use a parrot 
and a goat to promote its “package 
tours” to the Northwest and the 
Far East this summer. 

Each month the Northwest trav- 
el agency with the best sales rating 


STANDING ROOM SAM—That’s the name 
of the parrot Northwest Airlines is award- 
ing to its top-selling travel agency this 


summer. Shown checking him out is 
Charles Hussey, Northwest's assistant pas- 
senger sales director. 


will play host to “Standing Room 
Sam,” the parrot, while the sta- 
tion with the poorest record will 
get “Low Load Louie,” the goat. 
According to his keepers, Sam’s 
sales contribution includes such 
remarks as “standing room only,” 


“sell those seats,” “fly Northwest”. 


and one unmentionable word. 


e Strutwear Inc., Minneapolis lin- 
gerie manufacturer, is now pack- 
aging its products in reusable poly- 
ethylene bags. To publicize the 
fact, Strutwear’s agency, Bozell 
& Jacobs, Minneapolis, is sending 
each of its releases and letters to 
retailers enclosed in one of the 
two-color (“party pink and char- 
coal gray’) containers. Opening 
the letter provides a test demon- 
stration of the bag’s main fea- 
tures—a flap which enables it to 


be opened or closed “without tear-. 


ing. ” 


e Faced with the problem of mar- 
keting his new upright freezer to 
potential food plan members, John 
Bess, head of Freshmaster Corp., 


thinks gimmick—an 


Dress-O-Graph” 
by Shell Oil Co., offers the woman traveler | 
costumes.” 


Paul , 


advertising leads 
| questionnaire, and a frozen ready- 
|to-bake pie to consumers who 
filled it and mailed it in. 

First appearance of the Fresh- 
master ad—as a full page in the’ 
New York Daily News a month) 
ago—reportedly brought in 5,000. 
filled-out questionnaires. Since) 
then, salesmen have been busy de- 
livering the pies, demonstrating 
them and using the occasion to tell | 
the Freshmaster story. 


E. Gourlay, Vickers & Benson 
‘Ltd., treasurer. 


To Bacon, Hartman & Vollbrecht 


Trans-American Travelers Inc., 
Daytona Beach, Fla., a new travel 
service, has appointed Bacon, Hart- 
‘man & Vollibrecht, St. Augustine, 
|Fla., to direct its advertising. 


‘Press’ Names Western Dailies 


The Press, Paso Robles, Cal., has 


‘appointed Western Dailies, Chica- 
‘go, to represent it nationally. 


ae Se oy 
The QUAD-CITIES 
No. 1 Radio Station . . . WHBF 


joins the nation’s 


No. 1 Radio Network . . . CBS 


Effective July 1, 1953 


eth 


TELCO BUILDING, ROCK ISLAND, roms 


Represented by Avery Knodel, Inc. 


Miniature 24-sheets for point of purchase window 
posters or as car cards on public transportation— 
those are two of the extra uses peg ty n can make 
of your artwork . e 

correct reproduction as on your 24-sheets. 


In food advertising 


color must be correct. 
so ptr food advertisers count on 
ton. They've learned Comp- 
etntully reproduces colors of 
original artwork exactly . . . ac- 
. for the most appeteas- 


curately . . 
ing results! 


COMPTON EE 


Helps Your Art Investmen 
Pay Big Dividends... 


In Catching the Buyer’s Eye, Making the Eyers Buy 


co 


——— 


. and you get the same color- 


particularly, 
That’s why 


poster jobs to Compton. 


TON & 


216 S. Seventh St. 


Signs. 


Here’s another Compton special... 
With or without eyelets for indoor hanging or 
outdoor tacking, these signs give you many times the 
life of paper at a fraction of the cost of metal signs! 


& SONS, INC. 


(OP Lithographer 


Folded Edge 


< = 


4 Phenix Pabst-ett product 


Write today. 


OOF 


INCE 1853 
St. Louis, Mo. 


FOR ale HOME. 7 Gog neey 


Fibre 


Maybe you've had the experience of investing in artwork that you felt would 
make the finest poster or display you've ever had. Then, when it was lithographed, 
the job came out looking fuzzy, or perhaps you felt the colors weren't like the 
original. One way to protect against that happening is to send your lithographed 


We offer you the advantages of the skill gained through a hundred years of 

experience, the ability that can only come to an organization that takes pride in 
its work. And we offer you the facilities necessary to do the kind of lithography 
you want—quality lithography—at a minimum cost. Let us tell you more about 
the advantages of Compton Lithography. 


Years of 
Xperience 
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More Low-Slung Foreign Cars Are 
Roaming U. S.; 1953 Is Test Year 


(Continued from Page 2) 
a sales volume of 16,332 and 
topped this figure in 1951 and 1952 
with sales of 20,828 and 29,335 re- 
spectively. 


® The shortage of domestic cars 
was undoubtedly the wedge for the 
imports in 1948, and leading the, 
field into the American market 
was Austin Motor Car Co. of Eng- 


bad one. It would be asking a lot | 
to maintain the better than 8,000 
units sold in 1948 when American | 


and British competition was prac- | 
tically nil. An average for the five- | 


year period shows that Austin has, 
been selling more than 5,250 units 
a year. Excluding 1948, it has aver- 
_aged about 4,425 units annually. 


] 


i. Latest figures on all U. S. new 


land, whose initial sales year was| car registrations for the first two 


its best. 
Austin, with 8,610 cars sold in 
1948, has failed to reach this vol- 


ume in any subsequent year. In| 
1949 its total U. S. sales were off | 


at 3,642, recovered in 1950 for a 
total of 5,452. In 1951 sales slid off 
to 3,800 but recovered last year 
with 4,804 sales. 

Austin’s picture is far from a 


MAKE PROMOTIONS 
MORE EFFECTIVE 


Promotions to sales people, to em- 
ployees, to prospects are more effect- 
ive when enhanced with attractive 
art and design. A limited art budget 

doesn’t limit your art possibilities. 


ECHIPPER 
ART SERVICE 
NEW IDEAS MONTHLY 


Every monthly issue can supply you 
with art and inspire you with ideas 
for all kinds of promotions. The 
cost—$15.00 per month—is so nom- 
inal that it fits, even the very 
limited art budget. 


Writ FOR FREE SAMPLES 


INC. 


MULTI-AD SERVICES, 


105 Walnut St. + Peoria, Illinois 


months of 1953 show Austin in 
21st place, second only to the Brit- 
ish MG, which is in 20th position. 
In 1952 these positions were re- 
versed. 

The MG, a small two-passenger 
sports car, and its stablemates, the 
Morris Minor and the Riley, are 
manufactured by the Nuffield Or- 
ganization. 

The MG is the most popular 
British import in terms of sales 
and also has one of the most at- 
tractive prices. It sells in New York 
|or California at $2,100. In 1952 it 


» |hit an all-time sales high, except 


for Austin in 1948, with 7,449 new 
cars registered. 

Coming into the American mar- 
ket in 1948, the MG made an im- 
pressive start with 682 cars, and 
|has been climbing steadily since 
| then. In 1949, 857 cars were reg- 
istered; in 1950, 1,576, and in 1951 
| sales soared to 3,796. 


|e While the 1952 registration of 
| MGs almost doubled the previous 
year, dealers are confident that 
| MG can not only hold this lead but 
| also set new records in 1953. 


| The Morris Minor, the family- 


|size companion to the MG, lacks | 100 m.p.h. Few, if any, American 


|some of the dash of the MG, but 


| has come a long way from a total | petitive operation. 


| registration of one car in 1948 to 
/1,945 in 1952. It is attractive as a 


is strictly a “twin bucket” job. 


Advertising Age, June 1, 1953 


"second car because of its passen- 
| ger capacity and economy of oper- 
_ation. The MG is economical, but 


The other Nuffield entry, the 
Riley, is in the $4,000 class and rep- 
resents Nuffield’s luxury line. Its 
registration figures have been up 
and down since 1948 when it just 
/avoided a shut-out with one sale. 

However, its entry into the 
American market was late, and in 
1949, an off-year for imports, it 
registered 25. In 1950, registra- 
tions rose to 117, and in 1951 sales 
hit a peak of 226. Last year, the 
number of registrations fell to 49 
units. 


® The Riley is a five-passenger 
car and is priced in competition 
with one of the most admired and 
desired British imports—the Jag- 
uar. 

The “Jag” is a_ low-slung, 
streamlined two-seater that sells 
for better than $4,000, depending 
on the model or extra equipment. 
It has been described as “looking 
as if it was moving when it is 
standing still.” 

Manufactured by Jaguar Motors 
of Coventry, it is available in 
closed or “open cockpit” models. 
The company is now offering a 
convertible based on the same lines 
as the open cockpit style with the 
addition of a disappearing top and 
side windows. 


® The Jaguar, most popular of the 
higher-price imports, established 
its name and fame in European 
road races. It is a top competitive 
car. 

The outstanding performance of 
the Jaguar engine is the result of 
innumerable tests, which include 
running the engine continuously 
for 24 hours at speeds in excess of 


cars have been built for such com- 


tions in registrations. The MG 


and California. 


start at $4,000. 


tubs of Detroit. They’re cheap to 


in the U. S. market to stay. 


Foreign Car Invasion, Pint-size 


e Last year was the biggest year for U. S. registrations of foreign 
cars—29,335. Chevrolet builds 35,000 cars in a good week. 

e Some of the cars are geting a sizable chunk of market, notably 
the MG and the Austin, which currently hold 20th and 21st posi- 


registrations as the Henry J, largely in two states—New York 


e The British are dominating the low and medium cost foreign 
car field. Most of the other builders are concentrating on low- 
slung, high-budget racing machines. 

e The success of the Jaguar has topflight, expensive U. S. cars 
concerned. The Jag is making real sales progress, and its models 


e The foreign cars haven’t done much advertising. They’ve had 
an immense amount of publicity. They’ve had a big impact on 
styling. They demonstrate a trend away from the chromium bath- 


to drive. Their makers are working on dealer and distributor 
organizations, solving service problems. They show signs of being 


is getting about half as many 


run, easy to steer and park, fun 


Jaguar, which sold more than 
$12,080,000 worth of cars in the 
U. S. last year, has followed the 
imported car sales pattern con- 
sistently. Its 1948 entry into the 
U. S. market got off to a good 
start with 238 registrations. In 
1949 it fell off—as did imported 
car registrations generally—to 158, 
which is still an excellent showing 
considering the price tag. In 1950 
it came close to the 1,000-registra- 
tion mark, and in the next two 
years jumped to 1,702 and 3,349. 


® This is a particularly good show- 
ing when compared with such 
lower-price cars as Austin, which 
registered 4,804 in 1952, Ford 
(English) at 3,854, and Hillman| 
at 4,782. 

The Jaguar also offers a luxur- | 
ious Mark VII Salon car which is | 
priced near the $4,000 level. To 


meet American competition for a | 
luxury car, Jaguar now offers this | 


model with a Borg-Warner auto- 
matic transmission. It hopes to chip 
a few customers out of the Cadil- 


_lac-Lincoln-Packard block. 


The four-door Mark VII is de- 
signed to appeal to American wo- 
men. It comes in 26 color combina- 
tions with pleated leather uphol- 
stered seats, deep carpeting over 
thick felt underlay, four ashtrays, 
and two glove compartments. 


s In 1952, the gain in British car 
registrations in the U. S. totaled 
43.7%, and MG and Jaguar ac- 
counted for the largest unit gains. 
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MEXICO’s and U.S. 


E.M.A. 


OF MEXICO CITY 


E.M.A. covers Mexico, 
Central and South 
America 


Advertising Spot Movies can be scheduled in one theatre per week or as 
many as 11,000 theatres per week. A week's service constitutes display 
of a spot movie film commercial at each full performance of a movie 


theatre for one full week. 


Persuasive “Spot Movie” film commercials can be custom made with 
Spanish or English sound tracks, or regular TV film commercials can be 


adapted for English or Spanish Movie Theatre display. 


ASSOCIATED WITH UNITED FILM SERVICE, 


M.P.A. 


OF NEW ORLEANS 


M.P.A. and affiliated 
companies cover the 
U.S.A. and Canada 


in North 


1. 
2. 


- ¥ 


4. 


INC., 


2449 CHARLOTTE ST., 


LEADING 


PRODUCERS AND DISTRIBUTORS 


OF MOTION PICTURE 
ADVERTISING FILMS 


and South America. 


Ad Films, Ltd. of Canada—with 


JOIN HANDS 


This New Giant Motion Picture Advertising Network Makes 
Available io Advertisers a Ready-Made Audience of 
40,000,000 per. Week — in more than 11,000 Movie Theatres 


The new Motion Picture Advertising Network is served by the large Sales 
staffs, and Production and Distribution facilities of the following companies: 


offices in Toronto. 


Espana Mexico Argentina, S.A. de C.V.—with 


offices in Mexico City, Mexico. 


United Film Service, Inc.—with offices in Kansas City, 


Chicago and San Francisco. 


Motion Picture Advertising Service Co., Inc. 
—with offices in New Orleans and New York. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 
1032 Carondelet St., New Orleans, La. > 


70 E. 45th St., New York, N. Y. 


KANSAS CITY, MO. 
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The four lower-price British cars 
—Austin, Hillman, Morris and 
British Ford—showed a gain of 
21.3% for the group. 

The gain for all other British 
cars was 85.7%, according to The 
New Yorker survey. 

Imported cars, excluding the 
British lines, gained 47% last year. 
This is a fair appraisal of the mar- 
ket since the 52% loss by the 
French import—Renault—was bal- | 
anced by an equal gain by the 
German Volkswagen. 

Another major line of imported | 
cars comes under the Rootes Mo- 
tors label—Hillman Minx, Sun- 
beam-Talbot and Humber. The. 
Hillman is the big seller. It has 
also followed the sales pattern. 
of imports with a dip in 1949. 


s By years, Hillman registrations 
from 1948 through 1952 totaled) 
789, 575, 3,279, 3,787 and 4,782. The. 
Humber record for the same years | 
shows registrations of 2, 3, 89, 309 | 
and 226. 


Sunbeam-Talbot is expected to) 
score a considerable increase in| 
1953 with the addition of the) 
newly-introduced Sunbeam Al-| 
pine sports roadster. The roadster 
is basically the same car as the 
Talbot, but differs in that it is a) 
two-seater with a somewhat. 
“hotter” engine. | 

The Sunbeam-Talbot, which is a | 
five-passenger car available in| 
closed or convertible models, reg- | 
istered 13 cars in 1948, 17 in 1949, | 
120 in 1950, 133 in 1951 and more 
than doubled the 1951 total with | 
281 last year. 

Recently the company intro-| 
duced the Super Snipe, but sales | 
figures at this stage would be in- | 
conclusive and hardly indicative | 
of a trend. 


# The Rover, manufactured by, 
Rover Co. in England, has been | 
gaining ground since 1948 when) 
only one was registered. In the) 
following years, Rover registered | 
11, 66, 241 and 371 cars. 
Although not a member of the. 
Rolls-Royce family, the Rover is| 
said to enjoy a working relation- | 
ship with Rolls-Royce which | 
gives Rover the benefit of Rolls’ | 
engineering know-how and factory | 
facilities. 
Rootes Motors, which has noth- | 
ing to do with the manufacture | 
of the Rover, acts as sales repre- | 
sentative for this car in the U. S. 


| 
® One of the lowest-price British | 
entries is the Singer, which came! 
from one registration in 1948 to 
389 last year. It is a small con-| 
vertible that is particularly noted | 
for its economy of operation. It is | 
outclassed by other small English | 
cars in speed, body design and in-| 
terior decoration, but its price puts 
it in a more enviable position. 
Bentleys, Rolls-Royces and 
Daimlers are the aristocrats of the 
British car industry. Their unique 
continental styling is a far cry 
from the best sellers—the sleek 
Jaguar and the “hot” MG—and 
these cars are for the luxury- 
minded who start looking at price 
tags where most people leave off— 
$10,000 and up. 


® These precision machines are 
not made in volume and registra- 
tion figures are accordingly low. 
Rolls leads the field for the five- 
year period with a total of 75 reg- 
istrations, 34 of which were made 
in 1952, and is closely followed by 
the Bentley, which scored 69 for 
the same period—27 in 1952. 

Daimler registrations in the U.S 
started in 1950 with 5 cars, hit a 
high of 19 in 1951, and scored 11 
last year for a total of 35 cars in 
three years. 

While there are many other en- 
tries, the German Volkswagen 
seems to be that country’s leading 
contender for a place in the U.S. 
market. The car came from two 
registrations in 1949 to 601 last 
year. 


JAGUAR—Priced around $4,000, this model is Jaguar Motors’ qniry in the U.S 
Cadillac-Lincoln-Packard class. More than $12,000,000 worth of “Jags” were sold 
here during 1952. 


One of the most unique entriessaid to have exceptional stability 


for U.S. acceptance is the German 
Porsche, which registered 141 cars 
in 1952, the first year it was avail- 
able here. The car is a small two- 
passenger job selling for slightly 
more than $4,000 and has a rear- 
mounted engine. 


@ What passes for a hood is used 
to store the spare tire and carry 
luggage. Certain models of the car, 


and handling qualities, can hit 
115 m.p.h. All are capable of 
speeds of 100 m.p.h. or more. 

Also vying for the American 
market and the American dollar 
are several Italian manufacturers. 
Price levels seem to account for 
the fact that few are seen running 
around the streets. 

The Italian entries are for the 


most part expensive machines, de- | 


about $7,300 in New York. The) 


47 


signed primarily for competition; approximately 120 m.p.h., but the 

few offer the family-size models 250 does 140 m.p.h. and the 340 is 

that most Americans look for. designed for 170 m.p.h. 
(Continued on Page 50) 


s About the only major distribu- 
tor of Italian cars in New York is 
Momo Corp., Woodside, N. Y.,| 
which carries such Roman chariots | 
as the Lancia, Ferrari, Cisitalia,’ 
Osca, Maserati and Siata. 

The Lancia Aurelia, offering 
closed and open models, is a two-) 
passenger car, capable of speeds 
up to 110 m.p.h., which costs 


FOR HIRE! 
THE TOP SALESMAN 
IN THE DAKOTAS 


No other salesman can match 
our twice-a-month call list of over 
100,000 live farm spenders! 


Osca, a two-passenger competition | 
car, has a top speed of 123 m.p-h. | 
and sells for $9,000. 

For about $500 more, you can 
turn your back on the Osca and 
move up to 130 m.p.h. with a 
Maserati two-passenger competi- 
tion car. 

Ferrari has four types of cars— 
two touring models, the 212 and| 
the 342, and two competition or | 
racing models, the 250 and the 340. | 
The prices range from $12,000 to 
$15,000. 

The touring models run along at 


‘DAKOTA 
FARMER 


Dakotas Owu é 


ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertising Manager 


er to an Advertisers Dream 


~\—these millions with BUY on their minds! 


nen the members of 3%4-million families pick 
Wop their copies of Better Homes & Gardens, 
they immediately slip into the kind of buying 
mood that advertisers dream about. 


This buying mood is created by the very nature - 
of BH&G. Every page of every issue features 
practical suggestions on how readers can make their 
homes and their lives better and more enjoyable— 
so it’s natural that BH&G families are interested 
in products that can help them 
achieve this. 


The result is an audience thatalways 
reads both editorial and advertising 
—with BUY on their minds. 


BHsG BUYoL06IcAL BRIEFS 


e Response. Proof that BH&G is the hardest- 
worked and _ hardest-working magazine, stems 
from the fact that BH&G contains more adver- 
tisers seeking inquiries than any other major 
magazine, 

@ Christmas buying. 3,080,000 BH&G families 
bought Christmas gifts for their homes in 1952. 


e Circulation gains—For 28 of the past 30 years, 
BHU&G has shown an increase in total circula- 
tion—and it is now at a new high—3*%4-million. 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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ALL AMERICAN—The first bouquet ever made of the official flowers of the 48 states 

is previewed in New York by Will C. Grant (left), president of Grant Advertising, 

New York; Marion Fisher, Syracuse, N. Y., director of Florists’ Telegraph Delivery 

Assn., and James Lawrie, Toronto, president of FTIDA. The bouquet and another like 

it will be presented by the 9,500 members of the associction to Queen Elizabeth 
and Mrs. Mamie Eisenhower. 


ae == 


VERANDOMS—Publishing executives at the Magazine Publishers LEFT are William A. Hart, advertising director of E. |. du Pont 

Assn. meeting found the Greenbrier’s veranda a good place de Nemours & Co. and also head of the Audit Bureau of Cir- 

to talk things over. At TOP LEFT are James W. Eben, Flower culations, and A. L. Cole, business manager of Reader's Digest. 

Grower; Arch Crawford, MPA president, and John R. Whiting, BOTTOM RIGHT are Elliot Odell, Farm Journal; Mrs. W. E. 

Flower Grower. TOP RIGHT are Frank Soule, Conde Nast Pub- Boberg, and Mr. Boberg, Webb Publishing Co. and president of STEPPED-UP SAFETY—Esso Standard Oil Co. will push highway safety more than 

lications, and Fred Bohen, Meredith Publishing Co. BOTTOM _ the Agricultural Publishers Assn. ever this year, using outdoor posters in its 18-state marketing territory on a year- ; 
around basis. Previously, most Esso safety promotion was done in the summer months. ' 
Examining the first outdoor poster here ore (from left:) Robert M. Gray, manager 

oy r of Esso’s advertising and sales promotion; Kerwin H. Fulton, president of Outdoor | 

¥ 2 Advertising Inc.; E. H. Collins, v.p. and general manager of marketing for Esso, : 

and G. L. Williams, v.p. of McCann-Erickson. Radio and TV will be used about twice 

weekly, as well as about 700 newspapers. Marschalk & Pratt handles the radio and 

TV end. 


LOTS OF BOUNCE—These happy people have just partici cock, sales manager of the stotion; Bernie Schwartzman, v.p. 
pated in the signing of Pepsi-Cola Bottling Co. of Washington of Pepsi-Cola Bottling Co.; Sherman Butler, emcee of the show; 
as @ participating sponsor on “Bandstand Matinee” over WMAL- Jeff Abel, account executive of Henry J. Kaufman & Associates, CONVOCATION—David Lockwood (left), art director of Foote, Cone & Belding, 
TV, Washington. The celebrants (left to right) are Harvey Glas- and Jerry Gregoris, producer of the “Bandstand.” Chicago, interprets “The Convocation,” one of 24 entries in his third one-man art 
showing, representing a year’s after-hours painting. The attentive listeners are Lou 
Ingwersen, art director of J. Walter Thompson Co., Chicago; Mrs. Joseph Folzer, 
portrait artist, and Earl Gross, head of Stevens-Gross Galleries, Chicago, where 
the show was held. 
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BRONZE T-SQUARE—High point in the second annual awards dinner of the Art 

Directors Club of Detroit was reached when a Detroiter received the 1953 Ait ; a é Pe ca 

Director of the Year award. Art Lougee (left), art director of Ford Publications, is OUTDOOR CO-OP—Cooperating in this spectacular on Wilshire  ilizer to the right wingtip. The combination was worked out by 

shown getting his T-square from Charles Gerhardt, president of the National Soci- Blvd., Los Angeles, are Richfield Oil Corp. and American Air- Fred M. Jordan, ad manager for Richfield; Al Bone, American 
ety of Art Directors. (See story on Page 60.) lines. The realistic looking DC-6 measures 80’ from the left stab- Airlines, and Richfield’s agency, Hixson & Jorgensen. 
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No wonder it’s the best-read 
page in Advertising Age: 
nothing interests people 


NE of your associates invariably tells 
you when your name gets “in print.” 
Usually, you've already seen it. Naturally, 


you're interested. 


Nothing interests people like themselves. 


Precisely our point—when we tell you 


about the basic concept, the basic difference, 


that make Mighty METRO your biggest 
basic buy in Sunday media. 


Other Sunday magazines are nationally 
syndicated and centrally edited. Metro 


Nothing sells people 
like Metro because 
nothing interests people 
like themselves! 


MIGHTY METRO magazines are individually owned, 
edited and distributed by these leading American newspapers: 


CLEVELAND Plain Dealer Pictorial Magazine 
DES MOINES Register Picture Magazine 
DETROIT News Pictorial 

and/or Free Press Roto Magazine 
HOUSTON Chronicle Rotogravure Magazine 
INDIANAPOLIS Star Magazine 
LOS ANGELES Times Home Magazine 


Metro Group Editorial Bureau (New York) MUrray Hill 9-8200 


METROPOLITAN SUNDAY NEWSPAPERS, INC. + Sales Offices for Metro Magazines and Metro Comics... NEW YORK: MUrray Hill 9-8200 
+ DETROIT: TRinity 2-2090 + SAN FRANCISCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 


BALTIMORE Sunday Sun Magazine 
BOSTON Globe Pictorial 
and/or Herald Rotogravure Section 
BUFFALO Courier-Express Pictorial 
CHICAGO Tribune Picture Section 

CINCINNATI Pictorial Enquirer 


CHICAGO: WHitehall 4-2280 


like themselves! 


magazines, on the other hand, are /ocally 
edited. Locally interesting. Locally 
read from cover to cover. 


And all 27 of them in the Metro network 

are spotted in the major markets of America— 
are part and parcel of a top newspaper. 

And, in addition, they are the best-read 
sections of the papers. 


Readers of Metro Sunday magazines can 
always find stories, articles, pictures about 
local Georges, Joes, and Jennies. Right next to 
retail ads from local stores. Right next to 


MILWAUKEE Picture Journal 


NEW YORK News Colorofo Section 


PITTSBURGH Press Roto Magazine 


MINNEAPOLIS Tribune Picture Roto Magazine 
NEW ORLEANS Times-Picoyune & States — Dixie 


PHILADELPHIA Inquirer Magazine — Today 


PROVIDENCE Journal Magazine — The Rhode Islander WASHINGTON Star Pictorial Magazine 


nationally-advertised products—sold 
in those neighborhood stores. 


Ads in Metro magazines don't miss. They 
reach 14,000,000 families every Sunday— 
and 35,000,000 readers. They represent a 
growing, a highly successful investment 
for all advertisers—totalling $27,000,000 
last year. 


If you want dominance in all the important 
metropolitan areas—if you want 
local-level response that pays off... 

look into Mighty METRO. Today. 


35,000,000 
READERS 
EVERY SUNDAY 


ST. LOUIS Globe-Democrat Magazine 
and/or Post-Dispatch — Pictures 
ST. PAUL Pioneer Pictorial 
SEATTLE Times Pictorial Section 
SPRINGFIELD Republican Rotogravure Section 
SYRACUSE Post-Standard Pictorial Gravure Magazine 
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Foreign Car Sales Are Rising 


‘by E.N.A.S.A. Prices for the two- 


(Continued from Page 47) 

The Cisitalia, one of the lowest 
“slung” cars in the market, seems 
to be the Italian entry in the low- 
price market. The cheapest model 
costs $5,200. The two-passenger 
car has a top speed of slightly more 
than 90 m.p.h. 

Although the Italian entries 
hardly dent the statistics of foreign 
cars in the U.S., they are available 
for the few who can afford high- 
price, high-speed, high-quality and 
high-fashion automobiles. 

From Barcelona, Spain, comes’) 
the latest entry to the foreign car 
market—the Pegaso, manufactured 


PHOTO-REPORTS 

ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo- 
Reporters provides effective way to obtain on- 
location photos, reports, and releases for adver- 
tising, editorial and research purposes. | 
For more information write or phone 
SICKLES PHOTO-REPORTING ow eines 

38 Park Place, Newark 2, N. 


= The Pegaso comes in standard | 


passenger, high-speed sports car 
start at $17,500 and stop wherever | 
the buyer decides. Each body is 
built to order by leading body de- | 
signers in Europe and there are. 
no two alike. 


and super-charged models, and) 
| its speed range is between 140 and 
175 m.p.h. Production of the car, 
, which was recently introduced, is | 
‘limited. This year’s estimated out- | 
put will be somewhere between 30. 
'and 35 cars. 

Brewster Automobiles Corp., | 
Oyster Bay, N. Y., sole distributor | 
for Pegaso in North and South | 
America, recently shipped a $29,- 
200 model to Rafael Trujillo, for- | 
mer president of the Dominican 
Republic. 

The New Yorker’s survey, nada | 
by Don Lawder of the executive 
committee for advertising agency | 


MORRIS MINOR—Not quite as flashy as 
is Nuffield’s family-size car. Last year, 1,954 were registered in this country. 


Landmarks in history ..and.. 


The Nation’s Capital 


If you’re looking for landmarks, 
try the Washington Monument... 
if you’re looking for a landslide 
in sales, buy “Here’s Archer” on 
WRC ... the only local radio pro- 
gram in Washington regularly fea- 
turing live music. Now expanded 
to 90 minutes daily, baritone Gene 
Archer’s show will help you get 
your share of the $5,698 in retail 
sales per household spent annually 
by District of Columbia residents. 


| relations, shows that the imported | 


/car industry has already exper-| 
,ienced a good part of its growing. 


| pains. 

| The phenomenal acceptance of 
the imports has probably proved 
/more surprising to their manufac- 


-and busily developing permanent 


ucts in this country. 
Jaguar is currently executing 


ization which will 
dealerships and conduct a training 


turer’s plant. 

The survey points clearly to the 
|service and parts problem as can 
|'be seen in the chart of the 10 
|leading states which account for 
| 78.64% of all foreign car sales. 

- The markets for foreign cars 
are located primarily on the East 
/and West Coasts, which points up 


aud Luz Alig ah 4222 


| £0,000 1948 19421950195) 19521953 


30,000 


is famous for both. 


(’ “HERES 
ARCHER” 


| MOVING UP—This chart, compiled by The 
New Yorker, shows the steady gain in 


facturers to full production following World 
War Il. 


| 


the fact that imported car sales 


| do. Foreign car makers sold 78.4% 
of their cars in the top 10 -states 
| for foreign car sales. The percent- 


NBC in Washington 
980 on AM ee 
Represented by NBC Spot Sales 


| age of U.S. cars sold in the 10 top 
| states was 59.02%, indicating that 
'U.S. cars sell across the country 
jin direct relation to population. 
r For this reason, the task of es- 
|tablishing dealers, mapping ter- 
'ritories and building sales is sim- 
plified for foreign manufacturers 
since they need only to concentrate 
on the heavy metropolitan cen- 
| ters. 

| While production and export fig- 
ures for the entire foreign industry 
_are not available, it is interesting 
'to note the statistics for the Bri- 
|tish exports, which may or may 
/not accurately reflect the situation 
in the other countries. 

Total production of motor ve- 
hicles—cars and trucks—in Bri- 
‘tain in 1952 was 444,000 units. 
/Trucks were not exported. Cars 


93.9 on FM 


'turers than anyone else. They are) 
now catching up with the operation | 


organizations to provide adequate | 
service and parts for their prod- | 
plans for a parts and service organ- | 


also handle | 


clinic with mechanics brought di-_ 
rectly from the British manufac- | 


foreign car sales in the U.S. The ‘49 drop, 
_is attributed to the return by U.S. manu-| *" 


do not follow the flow of popula-| 
‘tion the way American auto sales) 


SOS at en ea ia 
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One of the major considerations 
presently facing the manufacturers 
of foreign cars in their drive for 
the American market is the prob- 
lem of advertising. 

One of the earliest advertising 
efforts was the privately spon- 
sored First International Auto- 
mobile Show held in New York 
|City in 1949. 

Hastily conceived, it was never- 
theless the first time foreign manu- 
_facturers participated in a joint 
exposition in this country. Despite 
bad weather and other difficulties 
attending such an initial undertak- 
‘ing, more than 30,000 people 
_ viewed the show. This was suffi- 
‘cient to indicate the growing 


bene interest in foreign cars. 


| On the basis of this show, the 
|S.M.M.T., British automobile so- 
‘ciety, decided to schedule a British 
automobile show in Grand Central 
Palace in 1950. It was held in April 
| when the city enjoys a heavy tour- 
/ist trade so that visitors from other 
parts of the country could carry the 
news back to their home towns 
/ and, in some small measure, ini- 
exported totaled 31,287 units. tiate a national consciousness of 
Since 1948, automobile exports British cars. This exposition was 
have proved to be Britain’s great- | Seen by a total of 112,000 people. 
est source of dollars. 
British cars earned $56,145, 801 | ® In 1952 and again in April of 
but were surpassed for the first this year, the International Motor 
time by the old No. 1 dollar-|Sports Car Show was held at 
earner—beverages. | Grand Central Palace. The number 
‘of people attending the most re- 

s Whether or not it is true that cent exposition totaled 119,000. 
more Americans were drinking The first magazine advertiser 
more whisky as a result of trying was Austin in February, 1948, with 
|to figure out how to pay the next a full-color page in The New York- 
instalment on their European au- er. Austin was followed in the 
tomobiles, British beverages re- magazine by Rootes Motors for 
covered the No. 1 position tra-| its Hillman Minx exactly one year 
ditionally theirs, with a dollar later. Next the French entered the 
value of $57,564,051. /advertising picture with an insert 


its siren sister, the MG, the Morris Minor 


demands the utmost skill and 
constant application of a wide vari- 
ety of techniques: here at WASHINGTON 
every job, big and small, gets the bene- 


fit of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street 
Chicago 6, Illinois 
FRanklin 2-6343 
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1952 New Car Registr 


Aes sat 
Cars 

Rank State Sold Sales 
(%) 
1 New York .... 338,305 8.19 
2 California 335,648 8.13 
3 Pennsylvania . 301,823 7.31 
0 294,626 7.14 
5 Michigan ..... 287,424 6.96 
i eee 256,866 6.22 
i aa 238,098 5.77 
8 New Jersey ... 147,596 3.58 
S Epeeeee ..«... 122,129 2.96 
10 Massachusetts 113,932 2.76 
_ 7 | ae 2,436,447 59.02 


TOTAL U.S. SALES 4,128,113 


in The New Yorker for the small T. ]. Henry Joins K&E 


and best known French entry— 
the Renault. 


———-—Imported Cars 


Florida 


Oregon 


a 


ations by Top States Plans for Summer 


NAEA Meet Reveal 


Cars Sales, 


nam =i Sela US Crowded Agenda 

California ...... 11,264 38.44 Boston, May 28—Along with the 
New York ..... 3,651 12.46 steamed clams and lobster, there’s 

| 1,518 5.18 a lot of work being planned for 
New Jersey .... 1,337 4.56 the summer convention of the 
Massachusetts .. 1,258 4.30 Newspaper Advertising Executives 
Connecticut .... 946 3.23| Assn., to be held here June 22-24. 
Pennsylvania .. 928 3.17 Larry Knott, NAEA president 
Washington .... 868 2.96/and advertising director of the 

> Lee 638 2.18 Chicago Sun-Times, will preside at 
fe 633 2.16 a special President’s Breakfast 
SOUAE: ........ 23,041 78.64 Wednesday morning. After the 


breakfast will come a series of 
round tables under the general 


chairmanship of Emile Hartford, 
advertising director of the Los An- 


T. J. Henry, formerly v.p. in geles Times, and then the dele- 
‘charge of accounts in Detroit for; gates will assemble to hear a Wed-| phasized. 


'N. W. Ayer & Son, is switching to| nesday luncheon speaker. 


@ In all, however, 
budgets have been something 
less than phenomenal since 1948. 
Publishers Information Bureau 


national magazines, a_ total of | 
$183,333. In the next year the ex-| 
penditures rose to $273,220 but 
fell back to $127,656 in 1950. In 
1951 and 1952, respectively, $150,- 
890 and $139,222 were the totals. 

Since all foreign manufacturers 
have considerably raised their sales 
target for 1953, it is more than 
likely that advertising expendi- 
tures will be raised accordingly. 

Britain’s Chanceilor of the Ex-| 
chequer recently announced that 
the British government would sup- 
port the British automobile indus- 
try financially and with materials 
in any efforts directed at the 
American market. 

There is little doubt that the 
imported car market is here to 
stay, but whether or not it con- 
tinues to grow will depend on 
many factors. The most important 
of these seem to be price, service, 
parts and ability to meet growing 
competition from domestic manu- 
facturers. 

The year ahead should tell the) 
tale. 


General Mills, Dr. Pepper 
Sponsor Southern Promotion 


A regional tie-in promotion 
sponsored by General Mills Inc., 
Minneapolis, and Dr. Pepper Co., 
Dallas, is under way in North and 
South Carolina and adjacent re- 
gions of Georgia and Tennessee. 

General Mills has designed a 
special package for its Red Band 
flour, featuring a Dr. Pepper cou- 
pon enclosed in each five and ten- 
lb. sack. Each coupon is redeem- 
able for a free six-bottle carton of 
Dr. Pepper with each carton pur- 
chased. Radio and 1,000-line, two- 
color newspaper ads are being! 
used. The Dallas office of Ruth- | 
rauff & Ryan handles Dr. Pepper, | 
and Knox Reeves Advertising, 
Minneapolis, is the agency for Red 
Band flour. 


Weiser Heads Down Beat Inc. 


Norman Weiser, publisher of, 
Down Beat, music news periodical, | 
has been elected president of | 
Down Beat Inc. Editorial head-| 
quarters has been moved back to) 
2001 Calumet Ave., Chicago, where | 
Jack Tracy has assumed the post) 
of editor. Charles Emge, with the) 
magazine on the West Coast for 
15 years, has been promoted to 
coast division manager. Charles 
Suber, formerly with General 
Artists Corp., Chicago, has been 
named national advertising mana- 
ger. Mel Mandel, formerly with 
Mercury Records, becomes eastern 
advertising manager. Leo Zabelin, 
formerly midwest editor of Vari-| 
ety, has joined Down Beat in an 
executive capacity. 


ABP Offers Selling Course 


Associated Business Publications 
will offer member-papers a con- 
centrated course in space selling at 
the Hotel Roosevelt, New York, on 
June 19. The course will cover 
how to sell business paper space 
more effectively in a buyer’s mar- 
ket. The project is being sponsored 
by the New York Dotted Line 


advertising Kenyon & Eckhardt’s Detroit of-| 
ag - “> — nn eS | # Among the speakers lined up 
r. Henry w 5 ; a 
Sandest or K&E v.p., who . be- | £0F the first two days of the con- 
; : "auing promoted to general assistant | V© 
figures show that in 1948 foreign|to Don C. Miller, head of the De- 
car manufacturers spent, in all! troit office. 


ntion so far are Ben Wells, sales 


| 


Publication Research Service, who, 


is offering a demonstration of how 
selling punch can be obtained from 
research. 

Charlie Lord, advertising direc- 


tor of the Indianapolis News, will | 


present some case histories from 


Clyde Bedell’s latest book, “Your | 
'ated with Don Searle in the pack- 


Advertising—Force or Farce.” Ar- 
rangements are being completed 


with Audit Bureau of Circulations | been 


officials to present a program on 
“Sales Values of ABC Reports.” 


@ Meanwhile, the 
newspaper ad exhibit is being ar- 


ranged under the guidance of Dick | 


Earnes, exhibit chairman and ad- 


\vertising director of the Call, 


Woonsocket, R. I. Small space ads, 


/ Special promotions, special edi- 


| An “extra” for conventioneers is 


/a special NAEA tour of the Christ- 
‘ian Science Monitor’s model print- 


ing plant. Alva Blanchard, adver- 
'tising director of the Monitor, will | 
‘and advertising v.p. of Seven-Up| probably schedule it for late Tues- 
|Co., St. Louis, and Carl Nelson, | day afternoon. 


convention’s | 


/tions and r.o.p. color will be em- | 


51 


In charge of the whole NAEA 
show, as program chairman, is 
Wilson Condict, advertising direc- 
tor of the St. Louis Globe-Demo- 
crat and 2nd v.p. of NAEA. 


Parks Named KNBH Sales Head 


James Parks, since 1949 associ- 


aging of television programs, has 
appointed sales manager 
or KNBH, Hollywood, National 


fermen Co. outlet. 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $6.00 —it will soon save its cost. 


BACON’S CLIPPING BUREAU 
343 So. Dearborn St., Chicago 4 


Club. 


a 
me 


\ . 
man 


a 


"Look at the state this girl is in” 


She’s in Indiana—ina market where women buy 
2% times more hosiery than their equally pros- 
perous sisters in another market farther East. 


Why? Call it what you will—fad, fashion or 
anything else. 


The fact is this: The United States are not 
uniform states. Consumption varies—market by 
market, city by city. Even brand by brand. 


When you advertise in newspapers you get the 
flexibility to match those variations. You get the 
opportunity to use all the selling pressure you want 
—when you want it—where it will do you the 
most good. 


You can sell almost any product almost any- 


Sponsored by The Minneapolis Star and Tribune in the interests of 


where. But in some markets you can sell more— 
more often. And, after all, isn’t that a major 


reason why you advertise? 


We may have some information that will help 
you pinpoint the high consumption markets for 
your products. Write or call. There’s no obligation. 


Bureau of Advertising—American Newspaper 
Publishers Association, 570 Lexington Ave., New 
York 22, PLaza 9-6262—360 N. Michigan Ave., 
Chicago 1, STate 2-8681—240 Montgomery St., 
San Francisco 4, EXbrook 2-9530. 


fuller understanding of newspapers 
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Our ‘Purchasing Agents’ Have 


Powder Puffs and Fat Purses! 


OUSEWIVES in Nebraska and Western Iowa are busy 
“Purchasing Agents” for their families. When they go 


shopping, sales figures climb. 


The World-Herald Women’s Section is the BUYING GUIDE 
for a quarter-million of these purchasing agents — representing 
3 out of 5 families in the market. Every day they turn to this 


newspaper for new ideas on foods and fashions, household helps 


and hints. 


And, what a responsive audience our purchasing agents 
make! We know, because in the last year they’ve written our 
Women’s Department 34,000 times, inclosing questions, personal 
opinion and enough money to purchase 15,000 copies of our new 
cookbook, 5,320 party booklets, and 2,120 books on wedding 


etiquette. 


Women read and respond to The World-Herald Women’s 
Section because they know it is written and edited to serve their 
interests. This same feeling of confidence is accorded advertisers 


who use this newspaper to sell their products. 


orld-Herald 


READ IN 3 OUT OF 5 HOMES 
IN NEBRASKA AND WESTERN IOWA ow 


oo @ market of 1'/. million people 
c with 2 billion dollars to spend 


Omaha 


— 


as , 250,832 Daily 258,372 Sunday 
Publisher's Statement for March 31, 1953, as 
submitted to the Audit Bureau of Circulation 


O'MARA & ORMSBEE, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 


r. - 7 ~ 
ep - n Te a 
ileal el ll 


Advertising Age, June 1, 1953 


Chicago t.f. Club 
Told Sales Reports 


Are Waste of Time 


CHICAGO, May 26—Too much 
time of salesmen is wasted in writ- 
ing sales reports, in the opinion of 
Emil G. Stanley, executive v.p. of 
Traffic Service Corp. 

He told the t.f. Club of Chicago 
yesterday that salesmen could 
make better use of their time by 
writing sales letters to prospects. 

Sales managers, Mr. Stanley de- 
clared, can get the information 
normally contained in sales reports 
if they receive carbon copies of 
salesmen’s letters. 

Sales letters are valuable tools, 
he said, because: (1) they get into 
the prospect’s office when the 
salesman cannot get past the door; 
(2) no one resents receiving a let- 
ter; (3) a sales pitch on paper can 
be retained for conference use; (4) 
letters save time, and (5) they are 
an economical supplement to sales- 
men’s efforts. 


= Mr. Stanley also reported on a 
survey he made among Cleveland 
t.f. Club members which indica- 
ted that of 53 respondents, six send 
out 100 or more letters a month to 
customers and prospects, nine mail 
between 50 and 100 and 31 send 
fewer than 25 letters. 

Officers of the Chicago club 
elected at the meeting are William 
S. Wade, Transportation Supply 
News, president; Roy Gurley, 
Modern Railroads, v.p.; George H. 
Buehler, Machinery, secretary, and 
Gilbert Thayer, Industrial Labora- 
tories, treasurer. 


Sanson Names Brooke, Smith 


Sanson Hosiery Mills, Philadel- 
phia, women’s hosiery manufac- 
turer, has appointed Brooke, 
Smith, French & Dorrance, New 
York, as advertising and merchan- 
dising counsel for its Lanvin, Pic- 
turesque and Ankelure lines. The 
account was formerly handled by 
Ben Sackheim Inc. 


KIWW Names Representative 


KIWW, San Antonio, has ap- 
pointed National Time Sales as its 
national representative. Joseph 
Hershey McGillvra Inc. formerly 
represented this station. 


Haire to Move Offices 

Haire Publishing Co. plans to 
move to 107 Fourth Ave., New 
York, late this summer. 


The Fabulous Southwest 


NATION'S LARGEST TRADE TERPITORY 


EL PASO 


Metropolitan Area 
(El Paso County) 
Population 224,000 
Families 53,800 
Circulation 59,711 
Coverage Ratio Over 100% 


CITY ZONE & RTZ 


24 counties of West Texas 
and New Mexico 
Population 555,200 
Families 142,900 
Circulation 84,896 
Coverage Ratio 59.2% 


The #1 Paso Cimes 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
—30* Line BUYS BOTH! 
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Feature Section 


Advertising 


‘THE NATIONAL NEWSPAPER.OF MARKETING 


These Ads I Like 


By Fairfax M. Cone 
President, Foote, Cone & Belding 

Mr. Bernstein has asked me to comment 
from time to time on current advertise- 
ments made by others that I would like 
to have made. 

And I am glad to do this. 

Unfortunately, my comments will have 
to be limited largely to printed advertis- 
ing because of the impossibility of re- 
producing radio or television commercials 
in these pages. However, I believe that 
good television advertising is built on the 
same base that gives solidity and meaning 
to good printed advertising and it should 
be possible to make observations that 
apply equally to both, even if we can 
illustrate only with print copy. 

Since I shall in no sense attempt to 
cover all advertising, but only that which 
normally comes to my attention, I hope 
no reader will think that I am trying to 
choose what is best. This is something 
that no mere observer could do; one 
would have to know both the objectives 
of the advertising and the results and 
everything in between. 

He would also have to have a good 
deal more ego than I possess. 

I shall attempt, then, only to bear out 
the title of these observations: to point 
to advertising that I would be happy to 
have made, and to try to tell why. More- 
over, in discussing the advertising of one 
advertiser I do not mean to suggest that 
I might not like very well to have made 
some of the advertising of his competitors 
as well. 

For instance, I would certainly like to 
have written the recent Ford newspaper 
page entitled Worth more—and why. And, 
as you will see, I would like to have 
made the General Motors spread that 
appeared in the issue of Life, dated May 
18 (which, by the way, contained all of 
the following). 


The first is an advertisement for Jell-O 
pudding and pie filling. 
To begin with, I would like to have 


Complete and compelling in few words. 


made it because the layout and the mag- 
nificent illustration offer convincing 
evidence that it is not necessary (as some 
seem to think) to copy the huge Pillsbury 
cut-out photographs in order to achieve 
impact for any food product. Second, I 
like the fast follow-through of the head- 
line “OF COURSE, THERE’S A DIFFER- 
ENCE IN BUTTERSCOTCH PUDDINGS: 
(1) That’s why more people eat Jell-O 
Puddings than any other brand! (2) Only 
Jell-O Butterscotch Pudding has such 
golden buttery goodness! (3) Double- 
feature wonders—make delicious pud- 
dings OR pie fillings for mere pennies!” 

This, it seems to me, is a complete and 
compelling advertisement done in exactly 
45 words. 

The Scotch Brand Cellophane Tape ad- 
vertisement (two-thirds of which is re- 
produced here) manages to do two quite 
remarkable things. First, it introduces a 
contest that really looks like “fun for 
everybody,” and second, it is a contest 
that uses and demonstrates the product 
as you play. 

Someone had a bright, new idea and 
the tie-up is very tight: to stick down 
the cut-out features on the entry blank 
face with—Scotch tape. 


® The Ship’n Shore blouse advertise- 
ment appeals to me particularly because 
it brings impact into a field where I think 
this is mostly lacking. It is a fashion page 
with a wallop that is delivered without 
sacrifice of anything. When it says that 
“the color-drenched cottons do wonderful 
things for your tan” and that “Ship’n 
Shore blouses pack light, travel well— 
and keeping them laundry-fresh is easy 
as a dip in the pool” I am immediately 
ready to believe it. 

I would like to have made the Kodak 
advertisement because I like to see adver- 
tising used for demonstration and I think 
this does it unusually well. The choice 
of models is pictured and described so 
clearly, quickly and fully that a choice 
could be made from the page. 


_ 
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Fun for everybody; demonstrates product. 
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Third Dimension in Layout 


This sample of the text describes the 
Brownie Hawkeye at $7.20: 

“If you want crisp, clear snapshots the 
surest, simplest way, the Hawkeye’s 
right for you. No adjustments... just line 
up your picture in the oversize finder 
and press the button. Makes 12 snaps per 
roll. Flashholder extra, $4. Brownie 
Hawkeye Flash Outfit—camera, Flash- 
holder, batteries, lamps, and film—gift- 
packed, $13.50.” 

This is copy written in the belief that 
the average reader is above average and 
knows what he wants, and I trust this 
will always pay out. 


esThe Bell System advertisement is one 
in a long, long series that unfailingly 
sends the reader on his way with a sense 
of having learned something worth 
knowing. 

In this one we are told that “the day is 
coming when you will be able to reach 
any telephone in the country simply by 
dialing a number.” Can you believe this? 
Of course you can, because you have been 
reminded in the preceding paragraph that 


A nt dH J 


Woolf on Oil Company Ads 


Hints for the Open House 


Cone: New Monthly Feature 


“What will the telephone 


be like 


when | grow up?” 


Brings impact—it’s believable. 
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“today we telephone from moving auto- 
mobiles, trains, airplanes and ships far 
out at sea. And radio micro-waves beam 
telephone calls and television programs 
from tower to tower across the country.” 

Finally, this advertisement says ‘Per- 
haps some day in the future you may just 
speak the number into the transmitter 
and get your party automatically.” 

No exclamation points either. 

Last in this group of current advertise- 
ments that I would like very much to 
have made is another that uses pictures 
to demonstrate and a minimum of words 
to explain. 

It is a double page spread by General 
Motors and this is the text that centers 
the display of the striking new hand-built 
models now on exhibition by the five 
GM car divisions: 

“Our General Motors engineers are 
practical men. But they have dreams, 
too—-dreams of exciting new cars that 
some day might be built with new proc- 
esses, new materials and new techniques 
now being developed. And, because you 
can’t tell about pet ideas until you try 
them, we gave our staff the go-ahead. 
“Here are the results—five glamorous 


Employe Communications... 


hand-built ‘running’ models, fabricated of 
steel and Fiberglas and plastic. All com- 
bine many never-seen-before advances 
all are different. More than a million 
people have already acclaimed them at 
our recent Motorama Shows from coast 
to coast. 


ws “We feel these dream cars serve a 
useful purpose. By finding out which 
features you, the public, like best in these 
far-in-advance models we can set our 
sights on the long task of including them 
on production cars. 

“We show them: here as another ex- 
ample of the forward-looking engineering 
that has long made the key to a Genera] 
Motors car, your key to greater value.” 

This is another advertisement that 
sent me away believing its promise and 
its importance—to me. 

” ca ” 

That most of these advertisements con- 
tain all of the essentials for effective tel- 
evision commercials adds another reason 
why I would like to have made them. 

This would be television advertising at 
its best—without the slightest hint of 
radio, which I think has no place in TV. 


Helpful Hints for the Open House 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 


In industrial plants around the country, 
the red carpet is being rolled out. In- 
dustry is about to start playing the 
neighborly role, and for the next several 
months, the residents of many American 
communities are to be socially lionized. 

The open house is a sound idea, and 
where it has been energetically pursued, 
it has created much good will for the 
sponsor. For a day, at least, the local 
citizenry has a look inside the gates and 
a possible chance for informal conversa- 
tion with company officials. 


« A great deal has been published al- 
ready on the techniques of open houses, 
so no recap is needed here. But it might 
be helpful to probe into the causes for 
open house failures, as enumerated by 
those sponsors who have said “Never 
again!” If you’re in the throes of open 
house preparation, the following hints 
may prove useful: 

1. Keep the tour short. The temptation 
is to take guests on a complete tour of the 
plant. Most of them want only a high- 
light impression—they want to see the 
interesting features they can talk about 
later. If you fatigue your visitors, you 
have made no friends. 

2. Provide answers to questions. If you 
show machinery, see that its function is 
clearly described, either orally or by pla- 
card. Avoid technical terms, and stay 
away from facts of no value or interest 
to the lay observer. Include what it is 
called, what it does, its production (if 
unusual to the layman), possibly its cost. 

3. Make arrangements for both young 


and old. If yours is a typical open house, 
you will have oldsters and children in 
attendance. Older people like to tour a 
little, visit a lot. Youngsters like to play 
a lot, then sleep. The promoters of an 
open house to which both groups have 
been invited will make provision for 
their special needs. 


= 4. Make your sponsorship representa- 
tive. Granted, the company is the host 
and the company picks up the tab. But 
the good open house is run by committees, 
with as many as possible participating. 
So be sure that all committee chairman- 
ships are not held by top officials, that 
the rank-and-file employe gets recogni- 
tion. If he gets it, he feels he is partici- 
pating. Then it is, in part, his show. 
Otherwise it is all yours, and that isn’t 
the way it should be. 

5. Watch the food department. The open 
house may collapse because of food dif- 
ficulties, many experimenters have re- 
ported. The refreshments are too cold, 
too late, too few; they are served careless- 
ly, without sufficient variety, without 
the hospitable touch. Unless your com- 
pany is in the food business, you’d do 
better to consult a caterer, even engage 
him to supply you. 

6. Arrange for proper parking. If you 
dor’t make it possible for your visitors 
to park their cars easily, and within rea- 
sonable access to the plant, you’re in 
trouble. One company, faced with space 
shortage, made arrangements for the lot 
of a neighbor company. Another company 
secured a vacant school playground. 

There are dozens of such tips, all sim- 
ple, all extremely obvious. But it is the 
obvious that always gets overlooked in 
the last-minute hustle of open house 
preparation. 


Mail Order and Direct Mail Clinic... 


Keep Your List Alive; Here's How 


By Whitt Northmore Schultz 


(Mr. Schultz conducts a mail order 
business in Highland Park, IIL.) 


How do you keep a customer mailing 
list fresh, active, and responsive? 

An accurate and lively mailing list is 
as important to a mail order merchan- 


diser as your heart is to you! 

A solid, responsive list is the heart of 
any successful mail order operation. You 
cannot work too diligently at building 
your customer list, and then carefully 
maintaining it, for it is the foundation 
on which you build profitable repeat sales. 

Building a mailing list with care begins 
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‘The World Over’ 


We have always been told that travel not only broadens one but that, in 
addition, it humbles one. After seeing Westminster Abbey or Notre Dame, for 
example, he will Se less inclined to insist that St. Patrick’s or St. John the 
Divine is the greatest church ever built. 

A journey across the sea, however, seems to have the opposite effect on 
Scotches, wines and brandies. In one issue of Gourmet, for example—a maga- 
zine we would assume is read by fairly sophisticated, fairly well-traveled 
people—White Horse Scotch proclaims itself “a leader the world over since 
1746,” Vat 60 modestly describes itself as “a light, mild Scotch preferred in 
Clubs the world over,” Harvey’s allows as how it has “set a standard of quality 
.. throughout the world,” Tio Pepe announces itself as “the most famous dry 
sherry in the world,” and Metaxa humbly acknowledges that it is “known 


Come, come, gentlemen! We refuse to be taken in by such grandiose talk. 
If the first bottle of White Horse was corked in 1746, White Horse Scotch 
has hardly been a leader the world over since that time. And we can think of 
many clubs we have been in where Vat 69 was definitely not preferred. As 
for Harvey’s, we know several places not only in Africa but right in Chicago 
where the people haven’t even heard of sherry, let alone Harvey’s. But if 
Harvey’s is even 25% justified in its claim, how can Tio Pepe be “the most 
famous dry sherry in the world?” As for Metaxa—well, we suggest you ask 
the next five people you meet what Metaxa is and satisfy yourself if it is 


It is possible, of course, that travel so humbles one that he develops an in- 
feriority complex and has to begin rebuilding his sense of importance by 
talking incessantly about the various places he’s visited, the people he has 
met and by serving alcoholic beverages that give the impression they are as 
ubiquitous and widely respected as God himself. 

And, by the way, just what is Metaxa? Sounds like a nerve disorder, a 
corn’cure or an insect powder—except that we notice it comes in a bottle. By 
some happenstance is it something one drinks—like Greek brandy, for in- 
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with the media you use. 

Tested publications, which, over the 
years, have won steady readers who reg- 
ularly shop by mail, are the media rec- 
ommended from experience. From their 
readership you gain an audience of shop- 
pers trained to look for, and schooled to 
accept, shop-by-mail offers. 

Thus, to make certain the customers 
you win are the type who pay strict at- 
tention to mail order advertisements, be 
sure the media you use strongly and con- 
sistently encourage mail order buying. 


® Here are ten specific rules to follow in 
keeping a list fresh and responsive—after 
you’ve won a “mail-order-minded” cus- 
tomer: 

1. Take great initial care in accurately 
recording the customer’s complete name, 
full and exact address, including zone 
number where applicable. 

2. Make certain each part of the ad- 
dress is clearly listed, including the sex 
of the customer. (In the future you may 
wish to make a mailing to your men or 
just your women buyers.) 

3. Arrange your mailing list alphabeti- 
cally and chronologically. 

4. Arrange your list by states, principal 
cities, and smaller cities where you have 
ten or more buyers. This speeds post office 
handling and gets your mailing pieces to 


your customers more rapidly. 


5. Triple-check the original customer 
crder against the stencil you have made 
for this customer. (Small errors are fre- 
quently made when transcribing customer 
name to stencil. And small errors seem to 
multiply like weeds in grass.) 


6. Make frequent mailings to your list 
—three to four a year, minimum—thus 
removing inactives and correcting ad- 
dresses for those who have changed their 
names and addresses, or both. 


a Be certain the words: “Postmaster: 
Form 3547 Requested,” are on all of your 
direct mail, mailed in a bulk mailing. And 
when the new address cards are received 
at your headquarters, study them for 
clarity. Too often postal clerks become 
careless in writing new addresses. You 
should return to the postmaster all such 
unclear “nixie” cards and demand new 
ones, plainly typed or written, with the 
complete new data on your customer. 

7. Clean your list daily. As soon as a 
change-of-name-or-address card is re- 
ceived, correct or remove the stencil, 
whichever is required. Do this daily. 

8. Be constantly on the lookout for dup- 
licate names in your list. These are costly 
to you and irritating to your customer. 

9. Assign one or more of your best staff 
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" members (thorough and patient individ- 


vals) to customer list maintenance. Hold 
them responsible for list accuracy. Make 
spot checks periodically. Stress to your 
staff the great importance of constant 
list maintenance. And, at specified inter- 
vals, comb your entire list to correct al- 
phabetizing; remove inactives; eliminate 
mis-files. 

10. Remove, and put into separate files 
that are clearly marked, all customers not 
living in the continental limits of the 


Salesense in Advertising... 


U. S. And avoid putting into your perma- 
rent active files all customers with mili- 
tary addresses. 

Follow these ten rules faithfully and 
your mailing list will be fresh, active, re- 
sponsive—provided, of course, you con- 
tinue to win new customers, and provided 
you continually mail to your customers 
attractive literature featuring only qual- 
ity items, illustrated in action photos and 
line drawings, and completely described 
with friendly, reader-benefit copy. 


Mediocrity, Thy Name Is 
Oil Company Advertising 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Waiter 
Thompson Co.) 


There is probably no product in com- 
mon use that rates lower than gasoline 
on the score of almost total consumer 
ignorance. A rare bird indeed is the 
motorist who knows exactly what gaso- 
line is and precisely 
what it does. 

Even rarer is the 
bird who can explain 
intelligently his prefer- 
ence, if he has one, for 
a given brand of gaso- 
line. It is conceivable, 
although I doubt it, 
that one male motorist 
out of, say, 20 or 30 
can explain with a fair 
degree of accuracy just what is meant by 
“octane.” Female comprehension: pos- 
sibly one in a hundred. It is also possible, 
although again I am in doubt, that one 
station attendant in five or six can write 
an enlightened 50-word answer to this 
question: “Specifically, what does oc- 
tane mean in terms of gasoline and engine 
performance?” In my own private re- 
search as a motorist among at least a doz- 
en station attendants I have yet to hear 
an illuminating answer to my _ question, 
“What do you mean by premium gasoline 
and why do you think I ought to pay 
more for it?” 
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James D. Woolf 


The Four Varieties of Nothing 
It may be that advertisers regard this 


ignorance as a desirable state of affairs. 
An examination of representative gasoline 
advertising would seem, on the face of it, 
to indicate an industry policy of “Keep 
‘em ignorant—the less you tell ’em the 
more you sell ’em.” Or, far more likely, it 
may be that gasoline purveyors and their 
agencies are stumped: They simply don’t 
know how to create advertising that may 
possibly be effective in making their 
brands distinctive and memorable. So 
mostly their copy says next to jothing. 
Four varieties of “nothing” are handed 
out to motorists: (1) exaggerated prom- 
ises of benefits, factually unsupported; 
(2) “entertainment” of the cute and clev- 
er species; (3) innocuous and meaningless 
generalities; (4) claims too technical for 
layman understanding. 

Typical of a great deal of gasoline ad- 
vertising is this ad from my local pa- 
per. Illustration: happy-looking rancher. 
Headline: “Mile after mile you'll prefer 
Shamrock.” Text: “A rancher is tough 
on his car... travels all kinds of roads in 
all conditions. Shamrock is the gasoline 
that beats them all for dependability and 
performance. Take advantage of this ex- 
perience ... fill up with Shamrock.” 

Considered as salesmanship-in-print, 
this “advertisement” on the score of 
fecklessness rates about zero in my book. 
First of all, the headline advances a thesis 
the reader is most unlikely to accept or 
remember. Secondly, nowhere in the copy 


is there a single product fact. Thirdly, and 
worst of all, is the incredible boast that 
Shamrock “beats them all.” 


Words That Have No Meaning 

Almost as meaningless to readers as 
copy that says nothing is copy that talks 
in Greek. Note the Sky Chief ad, repro- 
duced herewith. It tells us laymen that 
Volatane Control is the reason Sky Chief 
packs punch! It adds to our befuddlement 
by explaining that Volatane Control 
means volatility and octane are controlled 
scientifically. It is my notion that these 
words have no meaning or significance— 
and never will have—for the average Joe 
behind the wheel. And to women, who 
buy more gasoline than men in residential 
and shopping areas, Volatane Control 
surely must inspire a great big y-a-w-n. 

Now note the Fire-Chief gasoline page, 
herewith, another Texaco “sales” talk. 
Here an entirely different pitch is used— 
a pitch that descends from the sublime 
(Science) to the ridiculous (Puppies). 
Why the pups? That’s easy—they’re 
“Plenty lively!” You see, “Texaco Fire- 
Chief gives you real liveliness... hustle 
on the hills...” How come Fire-Chief 
does this? The copy doesn’t explain—not 
by so much as one wee, tiny, minuscule 
product fact. 


Of course, there is a promise of a sort 
in the copy. We are urged to “Fill up 
with Fire-Chief at your Texaco Dealer— 
the best friend your car ever had.” That’s 
nice, but it’s a bit confusing. You see, the 
Sky Chief ad implores us to “Fill up with 
Sky Chief at your Texaco Dealer—the 
best friend your car ever had.” Now, 
see here, which Texaco dealer really is 
our car’s best friend— the one who fills 
the tank with “Volatane Control” or the 
one who fills ’er up with “real liveliness?” 


How Can They All Be the Finest? 
Further to add to the consumer’s ig- 
norance and skepticism is the glaring 
conflict of claims common to both gaso- 
line and oil advertising. Socony-Vacuum 
promises from Mobilgas “All the Gas 


Mileage Your Car Can Deliver.” Shell, 
as against this, promises “The Most 
Powerful Gasoline Your Car Can Use!” 
These large promises are not identical 
twins, to be sure, but there is probably 
enough similarity to befuddle the mo- 
torist. 

Befuddling, too, is the reckless use of 
superlatives in the advertising of motor 
oils. We see Gulfpride H. D. asserting 
itself to be “the world’s finest motor oil.” 
But how can that be? Here’s Royal Triton 
boasting that it is “the finest motor oil 
money can buy.” And—look at this!— 
here’s Havoline urging us not to “forget 
the best motor oil your money can buy.” 
I’ll spare you further examples: It seems 
that all brands of motor oil are—to bor- 
row Shell’s superlative—incomparable. 

The so-called institutional advertising 
of the oil companies seems also to be 
written on the assumption that the aver- 
age motorist has the intellectual curiosity 
of a groundhog. They appear to accept 
the point of view that gasoline and oil are 
inherently hardly as interesting as carpet 
tacks or corn meal mush, so how about 
puppies, which everybody just adores, or 
maybe animals, or, say, how’s about 
babies! 

Newspaper and magazine writers, not 
to mention the newsreel people, have 
given considerable publicity to the “Big 
Inch” pipe lines. They have treated this 
dramatic undertaking as news, and they 
haven't felt the need of tricky gimmicks 
to pull the reader into the story. But it 
seems that Sinclair sees it differently, as 
you will note from the page reproduced 
herewith. A “Big Inch” pipe line capable 
of moving 280,000 barrels of crude daily 
between Cushing and Chicago! What a 
story for a writer with even the slightest 
feeling for “theater’—and what a silly 
and childish way to tell it! Especially in 
Time, which is supposed to represent a 
higher than average level of human 
curiosity and intelligence! 


A Real Challenge to Admen 

Looking back over what I have written, 
I am afraid my readers may read into it 
an implication I do not intend. I do not 
believe that oil companies are withhold- 
ing product facts deliberately as a part of 
a dastardly plot to keep the motorist in 
his present condition of ignorance. The 
difficulty, I believe, is something else— 
namely, the fact that gasoline and motor 
oil present very, very tough advertising 
problems. 

There is a variety of reasons for this: 
(1) all reputable brands of gasoline and 
oil are about on a par in performance— 
insofar, at least, as the driver can see and 
feel performance as he sits behind the 
wheel of his car; (2) oftener than not 
gasoline purchases are convenience pur- 
chases; when the motorist is in a hurry he 
will not drive out of his way in search of 
a particular brand; (3) all leading brands 
are priced alike; hence, unlike the soap 
people, they can offer no “giant economy 
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sizes” and other economy benefits; (4) 
gasoline is not a product that can be 
seen; it has no eye appeal, no visible 
brand advantages; there is no chance for 
attractive packaging; (5) that “nice fel- 
low” at the such-and-such station, al- 
ways so polite and considerate, often car- 
ries more weight, especially with women, 
than the brand of gasoline he carries. 

It is because of these reasons, | 
imagine, that nearly all gasoline adver- 
tisers appear to have resigned themselves 
to a level of copy mediocrity fully as low, 
if not lower, than in the fields of beers 
and cigarets. Seldom do we see an oil 
company campaign win a top award, or 
even an honorable mention, at those 
sundry events where blue ribbons are 
passed out by committees of duly au- 
thorized and presumably capable judges. 
There is only one oil company advertise- 
ment in Julian Watkins’ “The 100 
Greatest Advertisements,” a list he com- 
piled in collaboration with many of the 
country’s most respected advertising 
men. With all due respect to my good 
friend Julian, I do not believe that this 
lone oil company ad (an attempt at 
humor) belongs in his excellent book. 

Is the mediocrity of oil company ad- 
vertising inevitable? Must it be so ordi- 
nary and lacking in distinction? Is there 
no other way except puppy dogs and 
“those cunning infants,” elephants and 
menkeys, and superlative promises that 
aren't likely to be swallowed except by 
nitwits? Are the ignorance and apathy of 
motorists a desirable climate for adver- 
tising? Would brand advertising have a 
better chance, over the long haul, if it 
were addressed to an informed public? 

What would happen, I wonder, if mo- 
torists were recognized as fully sane and 
reasonably intelligent adults? Here is a 
great challenge to advertising men who 
pretend to real creative ability. I have a 
hunch that one of these days somebody 
is going to come up with an outstanding 
campaign for some dissatisfied oil com- 
pany—and thereby make history. 
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The Eye and Ear Depariment... 


Try Again 


“The Bob and Ray Show” has now 
had its fourth debut over NBC-TV—which 
gives it some kind of distinction. 

Featuring Bob Elliott and Ray Goulding, 
with Audrey Meadows, it appears every 
Monday from 7:30 to 7:45 p.m. The 
humor is typical Bob and Ray humor, 
exactly as dispemsed over radio every 
morning. Oddly enough, the Elliott and 
Goulding brand of humor has highly visu- 
al qualities when heard over radio, but 
when seen over TV seems unnecessarily 
talky. 


® Developing an appreciation of Bob and 
Ray is not unlike developing an appreci- 
ation for olives. Or caviar. Their humor 
is highly specialized and, this reviewer 
suspects, strictly limited in its appeal. 
Ever since they first sprang into promi- 
nence of a sort on radio, this reviewer 
has felt them somewhat of an avatar of 
Stoopnagle and Budd. They are people 
who reduce things to absurdity, with per- 
fectly straight faces. They never, never, 
like Milton Berle, tell you when to laugh. 
And if Berle, with his broad type of 
humor, must occasionally remind the au- 
dience when something funny has hap- 
pened, Bob and Ray should probably have 
a neon sign, calling for laughter, light up. 

This is unfortunate, because actually 
Bob and Ray are good for TV and for 


Tips for the Production Man... 


POMPOUS’—Bob Elliott and 
Ray Goulding are back on NBC-TV for 
the fourth try at a TV show. 


‘PUNCTURE THE 


the TV audience. They puncture the 
pompous and ridicule the overly obvious. 
As is all too well known, these people— 
as experience from Stoopnagle and Budd 
down to Henry Morgan amply demon- 
strates—seldom stay around long. They 
have particular difficulty holding spon- 
sors. This is one of the tragedies of both 
TV and radio. 

The same evening (Monday, April 27) 
that Bob and Ray made their fourth TV 
debut, Ruppert premiered a new show 
(WABC-TV, New York, 11 to 12.) It is 
hopefully called “Talk of the Town.” It 
won't be. 


The Third-Dimension in Layout 


By Kenneth B. Butler 


(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, III.) 


Third-dimension, which is causing all 
the stir in movie-making, is nothing new 
in layout and art. The new interest in 
picture depth aroused by 3-D is, however, 
causing additional emphasis to be focused 
on techniques for making typographical 
features to appear to “walk out” of the 
printed page. 

One of the oldest and presently most 
popular of these devices is the use of 
perspective. Reverse plate headlines or 
color tint blocks behind headlines cause 
the type to rise out of the page when per- 
spective shape is used. Likewise halftones 
cropped to a striking perspective shape 
appear to tilt the picture and give it 
added impact. 


s Artful appraisal of certain picture sub- 
jects often results in third dimension 
when the illustration is completely or 
partially outlined. Let’s take, for example, 
a halftone of a railroad train coming at 
you. If the square shape is retained, only 
a part of the obvious perspective is put 
to work. By outlining the subject addi- 
tional drama is given to the subject which 
grows smaller as it recedes into the 
distance. : 
Overlapping a portion of one picture 
over another is another technique for 
development of third dimension. The pic- 
ture on top may be outlined, the under- 
lying picture square finish. There should 
be contrast in tonal values of the two. The 
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BLACK OVER GRAY—Overlapping plus tonal 
difference gives this neat logotype a three- 
dimensional effect. 
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foreground or overlapping picture should 
be sized much larger to aid the 3-D effect. 


® Still another popular device for accen- 
tuation of dimension in depth is that of 
distortion of scale. The picture of a baby 
sized many times that of his baby buggy 
naturally puts the baby buggy in the dis- 
tant background, emphasizing depth. 

Picture backgrounds rendered hazy by 
airbrushing or under-development, in- 
creases depth in relation to a distinct and 
detailed foreground object. 

The use of line art, color bands, or 
printers’ rules in connection with pictures 
comprises another method of increasing 
third dimension. A color band, for exam- 
ple, printing over part of one leg of a 
track athlete and disappearing behind the 
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TONAL CONTRAST—Illustrations weakened 
through airbrushing and overprinting by 
lines of black type combine to give depth 
to the physical ‘presentation of this mes- 
sage. 


other leg, suggests a figure emerging 
towards the reader. 

Perspective sizing of letters or words in 
headlines—increasing or decreasing each 
letter or word in size—gives a crab-wise 
tilt to the headline and makes it appear 
to rise out of the page. 

Repetition of a picture, increasing or 
diminishing size, is another perspective 
trick found effective. 

A color drop-out in a halftone dims the 
portion run in duotone, highlights the 
part containing no color. 


Advertising Age, June 1, 1953 


Graying down portions of a layout and 
overprinting partially with solid black 
appears to put space between the black 
and the gray, giving third dimension. 

Most perspective renderings use a left- 
to-right distortion. An interesting varia- 
tion on this is to use a top-to-bottom 
distortion. 

The graphic arts doubtless will never 
attain the true added dimension possible 
with the motion picture camera and pro- 
jector, but considerable layout skill is 
being directed to find new techniques. 


Looking at the Retail Ads 


EER 


By Clyde Bedell 


(Mr. Bedell is a retail advertising 
consultant who was at one time 
advertising manager of Marshall 
Field & Co.) 


This ad used more than a half page 
in a metropolitan paper. It is to be 
assumed it was intended to sell televi- 
sion sets. But as a television ad does it 
include more than an insignificant frac- 
tion of what is essential to the proper 
presentation of TV on paper? 

TV is highly competitive—as to sets 
—and as to the stores that sell them. 
If this is all that can be said about a 
low priced set for $199.95, is such pur- 
chase of space justified for such a pre- 
sentation? 

How can any reader arrive at any 
basis of comparison with other sets at 
the same price—or higher? How can 
any reader be filled with desire and 
conviction and an urge to buy, by an 
ad like this? 


# Isn’t the purchaser of TV, even at a 
low price, concerned with the voice of 
the set? Neither of these sets has tone 
worth mentioning. Each set’s copy sets 
up questions as regards the other. 

In the entire ad is no mention of war- 
ranty or installation or antennae or tax? 
Maybe Seattle buyers are not concerned 
with such matters? 

How many people are not interested 
in service? No mention in the ad. 

What’s a TV set good for? Is there no 
compulsion in the earnest heart and 
head of an ad person to try to interest 
and sell people? 

Suppose a store were to employ a TV 
salesman. Suppose they said, let’s hear 
you present a sales talk on a 17-inch 
table model set—and on a 21” console. 
Suppose he said everything that is said 
in this ad. Do you think the store would 
be willing to pay him $1 to say this 
story to a prospect? I doubt it. 

But the same store will pay a great 
many dollars to have an ad person’s 
weak message like this spoken in print! 
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Hoffman 17-inch table model, 199” 
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Strange and irrational, isn’t it? Weak- 
ness multiplied by 100,000 circulation 
or a million is still weakness. If there 
is not strong selling in an ad it is not a 
good ad no matter how great the store 
that prints. it in no matter how many 
dollars’ worth of space before no matter 
how many people. 


a It is interesting that a store that 
would not install escalators without 
handrails, or buy delivery trucks with- 
out wheels, will buy ads without soundly 
conceived and complete selling stories. 
A store won’t buy men’s shirts with all 
the buttons omitted from their manu- 
facture, but will run hundreds of ads 
without all their buttons. 

A store would refuse to accept TV sets 
that were missing vital parts. The store 
would say: “Unless the sets are com- 
plete how can we sell them?” Yet stores 
will use incomplete presentations in 
white space, as though omissions there 
were not equally detrimental to selling. 

I have been asked: “Don’t you fish 
hard for those weak ads you run? Don’t 
you pick out the rare bad examples 
from good stores? The answer is that I 
find many such examples in the adver- 
tising of a great many stores, including 
those stores that are represented from 
week to week here. 

Ads like this are not hard to find. It 
is hard to find genuinely good ones... 
genuinely complete and adequate ones. 
Standards of retail advertising are low 
because money has been easy to make, 
response has been easy to get for 13 
years, without paying much serious at- 
tention to making ads professional in 
their selling. 

As economic frosts arrive, stores will 
be compelled to improve their advertis- 
ing. There is ample room for improve- 
ment. 

As this is written I have just returned 
from assignments in Portland, Ore., 
Yakima, Wash., Vancouver, B.C., Mon- 
treal, and Atlanta. On that one trip, I 
read papers that would provide me 
illustrations for this column for a year. 
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‘great buy! 


FIRST 3 Markets Group gives you the 

FIRST Sections of the FIRST Newspapers of 
the FIRST 3 Cities of the United States. 

And, in these sections, the finest Rotogravure 

and Colorgravure reproduction assures you 
maximum package and product EY Edentification. 
FIRST 3 Markets Group gives your advertising 

an efficient, low-cost yet vital “Sunday Punch.” 


The group with the Sunday Punch 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure/Colorgravure 
Picture Sections /Magazine Sections 


New York 17,N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 
Chicago 11, 1Ul., Tribune Tower, SUperior 7-0048 

San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 

Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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If you are 25 to 38 and 


manufacturing business. 


facts about yourself and 


SALES PROMOTION MGR. 


letters and handle — corres 
opportunity to escape big city 
to smaller, pleasant city of Racine, Wis. Well- 
established, financially successful medium-sized 


live comfortably in Racine. Good steady future for 
right man, with advancement in responsibilities 
and income. Write for appointment, giving full 


ing present connection and present salary. Our 
employees know of this advertisement. All replies 
confidential. Box 526, ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Il. 


able to write good sales 
ndence here is an 
ub-bub by moving 


Pay adequate for you to 


your experience, includ- 


Information for Advertisers 


No. 4664. How to Anticipate Fin- 
ished Appearance of Color 
Printing. 

The “Screen-A-Color-Analyzer,” 

a folder developed by The Lezius- 

Hiles Co., contains a series of color 

charts which enable one to see 

what happens when various 
screens of any color are printed, 
determine the legibility of over- 
printing or reverses, and the re- 
sults in combining any two colors 
in any screen value or proportion. 


No. 4668. How to Pack in Corru- 
gated Boxes. 

Twelve different styles and 
types of standard corrugated 
boxes, and 72 corrugated specialty 
boxes are illustrated and described 
in a booklet offered by Hinde & 
Dauch Paper Co. 


No. 4669. The Middle Tennessee 
Market. 

Thirty-eight counties in middle 
Tennessee are analyzed for popu- 
lation, retail sales, and buying in- 
come in a folder issued by the 
Nashville Banner and Tennessean. 
Daily and Sunday circulations and 
coverage of the papers are in- 
cluded. 


No. 4670. Hints on Using Photo- 
murals. 

A brochure available from RCS 
Studios lists a number of hints on 
mounting photomurals. Several 
diagrams are shown, illustrating 
methods of getting special effects. 


No. 4671. Beverage Consumption 
by Farm Families. 

A survey shows the percentage 
of subscribers to Capper’s Farmer 
who drink coffee, tea, milk drinks, 
juices, ades and soft drinks, fre- 
quency of use, and preferences by 
brand names. Sample for the ques- 
tionnaire consisted of every 300th 
name on the publication’s subscrip- 
tion list. 


No. 4672. How To Shoot a Stereo 
Movie. 


An illustrated folder offered by | 
Bolex Division of Paillard Prod-| 


ucts Inc. gives detailed instruc- 
tion for taking amateur stereo 
movies. Camera angles, distances, 
framing, titles and motion are dis- 
cussed. 


No. 4673. Preparation of Art Work 
for Color Rotogravure. 

This booklet, the first of a se- 
ries on color rotogravure, has four 
separate chapters explaining prep- 
aration and selection of art; art 
mediums which reproduce best; 
type, line work and color break- 
up; monotone gravure. 


No. 4674. Labeling Plastic Prod- 
ucts. 

The technical and merchandis- 
ing aspects of labeling plastics are 
analyzed in an illustrated booklet 
offered by Monsanto Chemical Co. 
Subjects covered are: types of lab- 
els; planning the label; merchan- 
dising functions of a good label; 
production methods for labeling. 


No. 4675. Practical Design Ideas for 
Letterheads. 

“Lithographed Letterheads of 
the Year,” a brochure offered by 
Gilbert Paper Co., contains 15 ex- 
amples of commercially produced 
letterheads. A design analysis ac- 
companies each letterhead. Also 
included is a check list for letter- 
head design. 


No. 4676. Manual for Participation 
in Trade Shows. 

This brochure, produced by The 
Displayers Inc., details the steps in 
planning and coordinating exhibits 
for trade shows. It also outlines 
budget pianning, development of 
product presentation, and coordi- 
nation of sales efforts. 
No 4678. Hays, Kan., Standard 
Market Data Folder. 


Includes grocery route list. Pub- 
lished by Daily News, Hays, Kan. 


No. 4679. Bayonne, N. J., Standard 
Market Data Folder. 
Published by the Bayonne Times, 
this folder contains revised data 
on the Bayonne trading area, with 
facts about the paper. 


Note: Inquiries for the items listed above will not be serviced beyond July 13. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., Apvertisinc Acr 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted 


—please print or type) 


i 
| 
| 
| 


1 
| 
1 


ADDRESS. ......-seeseeeeenesereeeenees 


CITY & ZONE 


1 
STATE. 


Permanent position. $7,000 a year 
or more depending upon ability. 
RSE eto A Eee || Write and tell us about yourself, 
your abilities, your experiences and | 
salary expected. Include photo and | 
| samples of your work. 


THE ADVERTISING 


Rates: $1.00 pe: line, minimum charge 
lines (magimurr—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add to lines for bgx numbe 


MARKET PLACE 


$4.00. Cash with order. Figure all cap 


tr. Deadline Wednesday noon 12 days 


preceding publi ation date. Display classified takes card rate of $12.75 per 
column inch, Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


a 8 8€8=—| (fl 
ENGINEERING W)ITER - to write tech- | 
nical articles for «xternal magazine read | 
by communication: industry. Must have 
electrical engineer: 1g degree and two to 
five years writing «xperience with demon- 
strated writing abi ity. Excellent opportu- 
nity for advancen.ent in technical pro- 
motional work with expanding company 
in residential suburb twenty miles south 
of San Francisco, California. Send com- 
plete resume inc) ding salary expected | 


to: Editor, The i.enkurt Demodulator, | 
Lenkurt Electric Co., Inc., San Carlos, | 


California. | 


ADVERTISING. & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

209 S. State St. Ha 17-1991 Chicago 


ARTIST WANTED 

Northwest Ohio agency has opening for | 
an experienced creative layout man capa- | 
ble of turning out smart comps. for both | 
consumer and industrial type accounts. | 
Exceptional opportunity for the right man | 
looking for a future as Art Director. Write 
freely stating experience and salary re-| 
quirements. 
Box 5767, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, Nl. | 


INDUSTRIAL COPY WRITER 

The man we are seeking likes to write in-| 
dustrial products copy - likes to dig for | 
extra facts and angles to make it sing and | 
sell. He must show he knows how to| 
learn markets and their problems in terms | 
of our clients’ products. Writing must be | 
accurate and skillful. Engineering or other | 
technical training desirable. We offer ex- | 
ceptional opportunity with well-estab- | 
lished mid-west agency. Salary based on 
experience and capabilities. Replies con- | 
fidential. Our staff knows of this ad. | 
| 

| 

| 


Box 5768, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


N.Y. AD. AGENCY FOR SALE | 


Founder-owner, retiring, will sell | 
small one-man established advertis- 
ing agency placing classified and 
display advertising in local and out 
of town newspapers for highly rated 
clients. No financing of these ac- 
counts required: terrific profit op- 
portunity for small, recognized estab. 
agency with knowledge all phases 
copy, layout, and production. Write 
in confidence on your letterhead. 
Box 520, Advertising Age, 801 Sec- 
ond Ave., New York 17, N. Y. 


AD AGENCY 


in its 8th year, with a staff of 12, 
specializing in home building, home. 
furnishings, office equipment and 
musical accounts .. . 


IN ELKHART 


the city of two rivers, and a dozen. 
lakes within a 25 mile radius .. . 


NEEDS CREATIVE 
LAYOUT ARTIST 


| 
| 
i 
! 


JUHL ADVERT!SING AGENCY © 


BARNARD 
A service or employers and applicants 
in the fields of advertising and publishing. 
fice and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


EDITOR WANTED - For external house 
organ largely devoted to the trucking in- 
dustry. Would also have charge of com- 
pany’s photographic file. Pleasant work- 
ing concitions; pleasant community. Send 
snapshot. Write or appointment to: Doyle 
Lott, Advertising Manager, Reo Motors, 
Inc., Lansing 20, Michigan. 


WANTED: Young man with advertising 
agency experience and small town news- 
paper background for responsible posi- 
tion in Chicago. Write care of this publi- 
cation for interview. 
Box 5763, ADVERTISING AGE 
200 &. Illinois St., Chicago 11, Il. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


AGENCY OPPORTUNITY 

A man is needed therefore who is capa- 
an agency is needed. Would-be clients are 
waiting for me to set it up. I am prepared 
to finance and counsel but cannot devote 
my time to its operation. 
A man is needed therefore who is capa- 
ble of assuming full responsibility and 
performing all tasks personally; planning, 
writing, selling. If this man can also do 
GOOD visuals or comprehensives, so much 
the better as the location is isolated from 
good art sources. 
A minimum of four small national ac- 
counts are involved at the start - enough 
to insure basis success for an unlimited 
future. 
If you are sufficiently experienced in all 
phases to embrace and mature this oppor- 
tunity - and have $5,000 you can invest in 
yourself, write in confidence detailing na- 
tional accounts on which you have per- 
formed key duties. Please send photo; 
give family and business background. 

Box 5766, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ae 


Advertising Age, June 1, 1953 
POSITIONS WANTED 


CONTACT-IDEA MAN, FOOD EXPERI- 
ENCE - Young (32) ambitious and hard- 
working contact man wants more op- 
portunity and responsibility with agcy. 
Excellent exp. on top consumer food accts 
in highly competitive fields with one of 
| the leading Chicago agencies. Thoro 


| knowledge of all phases of marketing - 


| sales, mdsing., research and adv. Sparks 
| ideas, but knows importance of proper 
| follow thru, too judge of copy, 


| fine writer of concise and convincing plans 


RA RRR ems cK HORM ER OAS ERE TE RABE EELS SEALS ARON CE OMA 


| and proposals. Not a loafer - with present 
| agency 7 yrs. - but wants new opportu- 
|nity for growth and earnings. College 
grad., MBA candidate NU night school. 
Low 5-figure salary, Chicago preferred. 
Interview can be arranged easily; write to 

Box 5769, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


FOR KENT - industrial writer, by week, 
day, or hour, to produce product per- 
formance articles, promotion, merchandis- 
ing copy. Has machine-tool exp. Photo 
equipped. Chicago area. 

Box 5771, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


Copywriter now employed seeks change 
for personal reasons. Background hard 
lines, paints, chemicals, food, intangibles. 
Particularly strong direct mail promo- 
| tions; merchandising ideas and follow 
| thru; practical P.O.P. material. Working 
| knowledge printing production and all 
| phases adv. problems to publication. 
| Box 5765, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
AFTER HOURS COPY SPECIALIST 
4-A agency writer—8 years’ experience 
publication, radio, TV, promotional mate- 
rial—welcomes extra writing assignments 
for space ads, scripts, brochures or edit- 
ing work. Reasonable. 

Box 5764, ADVERTISING AGE 
SPOT AS ASST. ADV. MGR. WANTED 
BY seasoned, versatile copy chief with 10 
years department store, manufacturer and 
newspaper experience. 

Box 5772, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 
SPACE SALESMAN - Trade paper experi- 
ence. Also general background copy and 
layout. Good record space and products 
sales. Opportunity main consideration. 
Chicago headquarters preferred. Married. 
Age. 32. Box 5773, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


WILL INVEST IN SMALL ESTABLISHED 

AGENCY. Any location in growing city. 

Have Agency, Mfg. Exp. Reply fully. 
Box 5770, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


MISCELLANEOUS 


SPACE SALESMAN WANTED 


Established, progressive publishing organt- 
zation in New York City has challenging 
opportunity for space salesman who can grow 
with a new industrial publication in the 
chemical field. Excellent profit-sharing plan, 
other unusual company benefits. Starting 
salary up to $100 week. Should be 25-29, 
with minimum 2 years successful space- 
selling experience, draft exempt. Our staff 
knows of this advertisement. Send complete 
résumé, Box 522, ADVERTISING AGE, 801 
Second Ave., New York 17, N. Y. 


ARE YOU OUR MAN? 


Big League manufacturer of build- 
ing materials wants alert commod- 
ity advertising manager to handle 
advertising and sales promotion on 
a group of its products. Must be 
aggressive, creative, good organizer. 
Also capable copywriter. Five years’ 
experience or more needed. Age 
30-40. College training desirable. 
Genuine opportunity to go places. 
Excellent working conditions. Fine 
retirement plan and group insurance 
provided. Compensation depends on 
you. Located in Western New York 
State. Write and sell us why you are 
the man for the job. Give full de- 
tails and salary requirements. All 
replies held in confidence. Our em- 
ployees know of this ad. ‘ 


Box 519 ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


AS 


CHIEF oF His 
OWN AGENCY 


he has headed every creative and 
service function for accounts from 
small to multi-million size, and in all 
media. 


As an advertising manager he 
gained a lasting respect for the 
value of the advertising dollar and 
the ability to work effectively with 
sales and promotion personnel. 


He knows merchandising— 
particularly of fast turnover 
package goods. He has 
helped plan new products, 
packaging, point of purchase 


display. 
He has visited hundreds 
of grocery, drug, variety, 


and other stores, and chain 
headquarters in every sec- 
tion of the country and has 
actually worked in many of 
them. 


The opportunity which would interest 
him might be as a member of the 
supervisory and planning staff of a 
quality agency, or as advertising 
director of a growing company. 


DIRECT INQUIRIES TO: — 


Box 521, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


529 S. 2nd St., Elkhart, Indiana | 


CANADA'S BEST MAILING LIST 
200,000 live names on Elliott stencils 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 
10,000 AGRICULTURAL LEADERS—Com- 
plete list of Agriculture Teachers in 48 
states only $5.00. VO-AG TEACHERS DI- 
RECTORY, 652 So. Gay St., Auburn, Ala. 


YOUNG ADVERTISING SALESMAN 
WITH MANAGEMENT POTENTIAL 
Industrial magazine in its first year needs 
salesman with professional interest in busi- 
ness paper publishing. Must be able to 
handle all sales aspects of his own Chicago 
and midwest territory, capable of creative 
contributions to clients and publication. 
This job requires more than usual effort, 
with far more than usual rewards. Our 
employees know of this ad. Send resume to 
Box 525, Advertising Age, 801 Second Ave., 

New York 17, N. Y. 


for Copywriters die 
— Preduction men 
s and Artists 


mary campbell agency 
165 West 461n St, N.Y.C.  JUdson 6-5371 


YOUR TRANSLATED LITERATURE 


Advertising Age thinks the subject impor- 
tant enough to devote 2 articles to it (AA 
Mar. 16, p.78 and May 4, p.64). If you 
| haven't read them, read them now. Then 
|] have your own Spanish literature evalu- 
ated. Write us for rates. 
| 
| 
| 


LOMO CONSULTING SERVICE 
Box 85 Glen Oaks Branch 
Floral Park, L.I., N.Y. 


| 
| 
[Pe O- Be] 


«IS THERE A soe 
_ FOR THIS WOMAN? 


Director of Public Relations 
and Publicity 


This 36-yeor old women, single, honorably discharged 
from the Women’s Army Corps, suffered @ recent ner- 
vous breakdown resulting in her hospitalization. Dec- 
tors, counselors and patient agree she is fully reody 
te return te work. She is creative, capable, friendly 
| and pleasant te work with as director or subordinate. 


_ EXPERIENCE — Directed PR for major corporation in 
NYC building field, handied national institutional oc- 
counts for top-ten PR counselling firm. Has written in, 
used all media, created own public ond human relc- 
tions programs, initiated own methods ond materials. 
Superlative references. 


BACKGROUND - College and post-grad work et north. 
eastern journalism school; newspaper writing (3 yrs); 
sales and contact (4 yrs); free lance writing for ne- 
tional mags. 


CONTACT: Mrs. Alfrede Burnette, Just One Breck, Inc., 
Bellevue Hospital, New York 16, W. Y. 


THIS COLUMN PRESENTED AS A PUBLIC SERVICE ty 
ADVERTISING AGE IN COOPERATION WiTH Just 
OME BREAK, INC. AND THE ADVERTISING MEN'S 
POST NO. 209, MEW YORK AMERICAN LEGion 
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Advertising Age, June 1, 1953 


Engineer Names Albert Frank 


Production Management Engi- 
neering Associates, San Francisco, 
management consultant, has ap- 
pointed Albert Frank-Guenther 
Law, San Francisco, to handle its 
advertising. 


Waggaman Named Art Head 

Lewis W. Waggaman, formerly 
with D’Arcy Advertising Co., New 
York office, has joined the staff of 
VanSant, Dugdale & Co., Balti- 
more, as an art director. 


Gem Crib Names Bresnick 
Gem Crib & Cradle Co., Gardner, 


Mass., maker of juvenile furniture, | 


has appointed Bresnick Co., Bos- 


] 
| 
} 


ton, to handle its advertising. Con-. 


sumer and trade publications will 

be used. 

| 

KELO-TV, Sioux Falls, Bows 
KELO-TV, Sioux Falls, S. D., 

owned and operated by Midcon- 

tinent Broadcasting Co., began op- 

erations May 19 over Channel 11. 


WANTED: 
PROMOTION DIRECTOR 


Network-owned, major-mar- 
ket, 50,000-watt radio station 
with a national reputation for 
its advertising and promotion 
has an immediate opening for 
an alert, aggressive man capa- 
ble of running his own pro- 
motion department at top 
speed. He must be well 
grounded in sales presenta- 
tions, audience promotion, re- 
search and exploitation, and 
should be able to make calls 
with the salesmen on occasion. 
He will be given a substantial 
budget and wide scope for 
his creative abilities. Station 
experience highly desirable. 
Send complete résumé, with 
references, salary brackets, to 
Box 524, Advertising Age, 801 
Second Ave., New York 17, 
N. Y. 


FROM A REP TO A PUBLISHER: 


(OR PERHAPS 2 PUBLISHERS) 
There’s no time like the present. Whether 
you're a trade or consumer publisher, now 
without eastern representation, or not 
happy with what you're getting, we'd like 
to discuss it with you. We’re open for one 
or two additional publications. 

Box 523 ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


ARE YOU A 3-D MAN? 
We need an artist with basic 
skills—clean “comps,” lettering, 
crisp roughs, ete—who would 
like to tackle point-of-sale. 

Although we prefer a man 
with point-of-sale background, 
don’t hesitate to call if you are 
an experienced artist with cre- 
ative ability. 

We are large producers of 
display material for national 
advertisers and have been for 
many years. This is an oppor- 
tunity to work on large, varied 
accounts in our expanding art 
department. Naturally—com- 
pany benefits included. 

Contact our art director. 


ERNEST K. SCHOEBEL 
KETTERLINUS 


221 North La Salle Street 
Chicago 1, Ill. FRanklin 2-8767 


An Unusual 


A CAREER IN 


Opportunity for 2 Young Men 


* 


ADVERTISING 


WITH PROCTER & GAMBLE 


* 
Two positions offering unusual opportunities are 


& Gamble. Previous advertising education or expe- 
rience will be helpful—but not necessary. 


available in the Advertising Department of Procter 
| 
| 


QUALIFICATIONS 


The men we are looking for will be between 23 and 30 years old. 
| They now may be junior account or copy men in an advertising 
agency—or they may be junior executives in other enterprises 
who have developed a strong interest in marketing as a career. 
They most certainly will be men who have the ambition to 

assume greater responsibilities—plus the ability to make it 


| possible. 


TRAINING AND ASSIGNMENT 


Men selected for these positions will first receive a thorough 
but brief training. They will then be entrusted with a major 
responsibility for the overall effectiveness of some of the largest 
advertising campaigns in television, radio, magazines, and 


other media. 


These men will not write or create advertising copy, as this is 
a function of our advertising agencies. Instead, they will manage 
advertising copy operations at Procter & Gamble on selected 
products, principally by (1) representing the Company in a close 
working relationship with our agencies on all phases of the 


development and execution of advertising copy, and (2) evaluat- 
ing and judging agency copy proposals in the light of product 
facts, brand marketing strategies, background knowledge of 
effective selling techniques, etc. 


FINANCIAL OPPORTUNITY 


Salary open and commensurate with ability. Excellent oppor- 
tunity for rapid advancement with high earning potential. Com- 
plete Company program of other outstanding employee benefits 
such as profit-sharing, insurance, sickness and disability plans. 


To apply or seek further information, write to 


MR. W. L. FRANZ, Dept. A, 
PROCTER & GAMBLE, Gwynne Bidg., 
CINCINNATI 2, OHIO 


Coming 
Conventions | 


June 7-12. National Advertising Agency 
Network, 22nd annual management con- 
ference, The Broadmoor, Colorado 
Springs, Colo. 

June 8-10. National Sales Executives 
Ine., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

June 8-10. Assn. of Newspaper Classi- 


Joins MacManus, John & Adams 


Douglas B. Leigh Jr., formerly 
art director on American Magazine 
and the DuMont Network at 
Campbell-Ewald Co., has joined 
the New York office of MacManus, 
John & Adams. 


Hollingbery Names Lindman 


George Lindman, head of the 
San Francisco office of George P. 
Hollingbery Co., Chicago radio and 
television representative, has been 
elected a v.p. 


59 

Vance Publishing Moves 
Vance Publishing Corp., with 
headquarters in Chicago, has 


moved its New York offices to 
larger quarters at 70 E. 45th St. 


Two minds 
are better than one 


Our mind is made up to give you a 
better job. Now, it’s your turn, Our 
JAY P. samples may help— look them over. 


WALK advertising typography 
| 11 E. HUBBARD ST., CHICAGO 11 © MO 4-6134 


fied Advertising Managers, 33rd annual 
convention, Hotel Chase, St. Louis. 


June 10-12. American Marketing Assn., 


summer meeting, Montreal, Can 

June 10-14. National Business Publica- 
tions, annual meeting. The Broadmoor, 
Colorado Springs, Colo. 

June 12-14. Federation of Canadian 
Advertising and Sales Clubs, annual 
convention, Hamilton, Ont., Can. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 

June 22-25. National Industrial Adver- 
tisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

June 26-28. Northwest Daily Press 
Assn., summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

June 27-July 1. National Assn. of Dis- 
play Industries, “Christmas Convention,” 
Conrad Hilton Hotel, Chicago. 

July 6-11. First Advertising Agency 
Group, national convention, Benjamin 
Franklin Hotel, Seattle. 

Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 27-29. Mail Advertising Service 
Assn. International, annual convention, 
Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 5-8. Printing Industry of America, 
1953 exhibition and awards, annual con- 
vention, Shoreham Hotel, Washington, 
mo 

Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 

Oct. 15-17. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Wind- 
sor Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Conference 
of Women’s Advertising Clubs of the Ad- 
vertising Federation of America, Edge- 
water Beach Hotel, Chicago. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 


Rockhilll Offers Stock 


Rockhill Productions Inc., New 
York, will shortly announce a pub- 
lic stock offering of 149,000 shares 
by which it hopes to raise $240,- 
000. The money will be used pri- 


9% eee wearsa 


Jewelled CROWN! 


———— 


the 


Chas: 


Jaunty HAT! 


One is Queen of Britain's Commonwealth . . . the Other 
is QUEEN of the AMERICAN HOME! Yet, they're similar 
in many ways, for through the universal medium of 
LOCALnews Dailies. . . 


In U.S.A. there’s ROYALTY in EVERY HOME! 


I. the community of nations which makes up our 
world, one household (Britain) celebrates a special event 
this week . . . the Coronation of her Queen .. . Elizabeth II. 


Evsewnere in the community, the Coronation is 
NEWS ... big news! In every American community, 
every household celebrates special events almost every 
day ... birthdays, anniversaries, vacation trips .. . and 
to the people of our cities, through their LOCALnews 
Dailies, the happenings in the homes next door are JUST 
as much NEWS as is the Coronation story to the commu- 
nity of nations. 


Whe proves that... 


LOCALnews creates interest . . . gets readers . . . is the 
BASIC advertising Medium! 


marily to put its “Space Cadet”. 
television show on film, the com-| 
pany said. Reportedly this is the) 
first time an offering of this nature 
has been made to the public. 


| Columbus to Dowd, Redfield 


| Columbus Rum Co., 
‘formed division of Seagram Dis- 
tillers Corp. which will handle 
‘sales for Christopher Columbus. 
Puerto Rican rum, has appointed 
Dowd, Redfield & Johnstone, New 
York, to handle its advertising, 
effective June 1. 


Sam Ewing Reopens on Coast 


Sam Ewing has reopened his 
agency at 260 Kearny St., San 
Francisco. Mr. Ewing spent five 
months with Ley & Livingston, 
San Francisco. He has opened a 
branch at Phoenix. 


WHY? e e e Because LOCALnews hap- 


pens EVERY DAY! It’s the news that gets readers for 
LOCALnews Dailies . . . the NEWS that makes LOCAL- 
news Dailies the BASIC Advertising Medium for every 
advertiser ! 


the Julius MATHEWS 


Special Agency, Inc. 
435 N. MICHIGAN AVE., CHICAGO 11, ILL. Whitehall 3-1520 


OWEN E. LANDON JR., Mgr. STAN L. GOODWIN, Assoc. Mgr. RAYA WATKIN, Sec'y. 
New York + Chicage + Detroit + Philedelphia + Boston + Pittsburgh + Syracuse 


and WHEREVER! 
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BPEL ke Tes 5 a OSE! 


Advertising Age, June 1, 1953 


_end of April, ’52. . S 

| Newspapers reporting to the Detroit Art e 
ANPA consumed 408,875 tons of 

newsprint in April compared with . 

393,470 tons in April, 52. For the D t Cl b 0 

first four months, the reporting. rec ors u ( 
newspapers used 1,527,641 tons 


d ith 1,486,673 t i ; = 
‘52. This Tesi increase of 28%. Makes 32 Awards oa 


Pabco Promotes E. V. Gear. w rs K , 
E. V. Gear, assistant advertising Ne spape eep 


manager for Pabco Products Inc., Eating Newsprint; 


ge ac has been stipe ene 

o sales promotion manager of the | 1 

company’s floor covering division, | Production Drops 

a new post. | New York, May 28—Consump- 

. tion of newsprint continues to in- 

Tribune’ Promotes Campbell | eveses while production is falling 
Chesser M. Campbell, v.p. of the | off. 


in library linen to give years of useful service. 


To assure getting your copy, we urge you to mail the 


rama MAKE SURE OF YOUR COPY—WRITE AT ONCE ———4 


Hebb, printer; Ed Sammut, producer. 
| Typography award: Dow Chemical Co.; 
MacManus, John & Adams; T. P. Henry 


Tribune Co., Chicago, has been | ; ; . dire 
elected & member of the board of | ce ee mated Dewsprint con« | Elects Farmer President Pe le Min early agen ee = 
dinsalien | sumption in the U. S. for the first | The Technical Advertising rectors Club of Detroit has award- . 
: |four months of 1953 was 2,010,054) , _Assn., Boston, has elected Edward €d 32 gold and silver medal awards sale: 
| tons compared with 1,956,149 tons W. Farmer, Bay States Abrasive in its fifth annual competition in Foo 
| for the same period of ’52, accord- | Products Co., as president. Other |the advertising art field. } lauk 
NEWS ITEMS ing to figures just released by the ee a Cc. eg | 3) Winning pieces were selected . es 
: : Mie enry A. Louden Co., v.p.; David | : : 
' | American Newspaper Publishers TAKE YOUR PICK- Toni Co. has this window Wo Niven, Lewis Sincenar 4 Pro 4. from a field of 161 representing : = 
on any subject Assn. : : _ display for dealer: as part of “the heaviest ucts, secretary, and George F. Mc- the best produced by Michigan oO. I 
ae ars by the Newsprint Service Bureau, | crrn"s, “ai Promotion conpeien fo tee | Roberts, Whitin Machine Works, | SSD tes Gold medals “were sont 
s »| history” of the company. Toni’s radio-TV | treasurer. | Marcn, . i) medals were ) 
From newspapers and magazines shows a North American total for schedule will be doubled for the summer | ‘given for the first time for excel- Co., 
published throughout the country. the first four months of °53 of 2,-| months and “‘the largest comic advertising Heqds CBS Columbia Sales lence in lettering, engraving, ; ae 
Write for booklet... 234,185 tons against 2,262,393 tons) schedule in cosmetic history” has also been’ JY ouis Hausman, administrative Printing and typography. — 
for the same period of ’52. This is a set. Weiss & Geller is the agency. | yp, for the radio section of Co- First awards went to the follow- 
drop of 28,208 tons or 1.2%. ‘lumbia Broadcasting System, has|ing winners (listed in order of: ’ = \ 
p . | g System, 
| the same period of '52, a drop of ee v.p. for CBS | advertiser, agency, art director, of | 
: 2 ilumbia, the company’s manufac-| artist): I 
Gtalk cussitaiin: Wiehe /s Shipments mg! oy ameg om 6 eae crint at mills at |tUriN€ subsidiary. He will be in| t) ots 
165 Church St., New York 7 | CAT ABO. For the first four mon 7) a oe bee — - charge of sales, advertising, mer- NATIONAL MAGAZINES lear 
Est. 1888 BA 7-5371 of ’52, mill shipments were 2,177, | the end of April were ’ tons, chandising, styling and public re-| Color drawing or painting: National is t 
ones 263 tons against 2,192,715 tons for compared with 179,156 tons at the lations for the subsidiary. Steel Corp.; Campbell-Ewald Co.; A. B. md 
- Scott; Peter Helck new 
scott; eter eck. F 
Color photography: Lincoln-Mercury sucl 
Division, Ford Motor Co.; Kenyon & Eck- H 
hardt; C. F. Korten; Stephen Colhoun. 
Design of complete unit: Lincoln-Mer- sur 
cury Division, Ford Motor Co.; Kenyon & are 
; h Eckhardt; W. Johnson, director. plac 
You need it now—more than ever before... TRADE MAGAZINES rest 
Drawing: Ditzler Color Div., Pittsburgh sucl 
Plate Glass Co.; Maxon Inc.; Mack Stan- ‘Sme 
ley; Seott Johnson. WV 
Photography: Champion Paper & Fibre : 
Co.; Campbell-Ewald; A. B. Scott; Albert rut 
Gommi. dec 
NEWSPAPERS the 
[ mone Drawing or Painting: J. L. Hudson Co.; nis! 
e B. Donahue, director; Seroun Kesh, artist. 
Design of complete unit: Ford Dealer a / 
Advertising Fund; J. Walter Thompson 
Co.; Ralph Breding; Bill Coppock. nes 
° nev 
‘ POSTERS we 
OFFICIAL FACTS, NOT ESTIMATE Ss, 24-Sheet poster: Fintex Corp.; Luckoff nev 
& Wayburn; Dick Kozlow, director and (if 
artist. 
show you the Small poster: Ford Motor Co.; J. Walter ben 
Thompson Co.; Ralph Breding; John it 
rf . | Averill. h 
great changes in U.S. markets! | ie cecal a 
First award—Lincoln-Mercury Division, Par 
| Ford Motor Co.; Kenyon & Eckhardt; hac 
| Douglas MacIntosh; MacNamara Studios. thi 
il 
| 
DIRECT MAIL by 
rou. BNdtes os . ren : , | Color drawing or painting: Upjohn Co.; ly, 
New Edition provides latest U.S. Census data | Will Burtin end Sohn &. Beal, directors: y 
revealingly arranged by the J. Walter Thompson Company | Dong Kingman, artist. 
ee published by McGraw-Hill. | Color photography: Lincoln-Mercury Mr 
/ | Div., Ford Motor Co.; Kenyon & Eck- “ha 
hardt; Robert Andrus and C. F. Korten; ar 
Cle Clark. . 
B&w photography: Kaiser-Frazer Sales e 
| Corp.; William H. Weintraub Co.; Burton wa 
From the raw material in the thirty-odd volumes by the ee a — poner ying pee Mer ant 
. ; : 3 esign of complete unit: incoln-Mer- 
U. S. Bureaus of the Census, the J. Walter Thompson ‘ eury, Kenyon & Eckhardt; Alex  Kon- _ 
Company has fashioned this indispensable tool for men If you need it at all, dratuk, director. = 
who are responsible for selling effort of virtually any sort. it is INDISPENSABLE EDITORIAL 
Drawing or painting: ‘Lincoln-Mer- a 
The fi in POPULATION AND ITS DISTRIBUTION, in this . , : . cury Times”; Arthur Lougee, director; 
Phe figures in POPULATION AND ITS DI ‘ ’ : Executives who should not miss this book are: ped ag Tag — Re perl Mr 
‘ ees : Robert Boston and Herb Schiebold, art 
new, the Seventh edition, give you facts essential to today’s ren sid 
successful marketing. They reveal the greatest shifts in popu- Sales soanngave— 5 de- Manufacturers pe de- F mg ~srr photography: Ford Motor Co.; int 
‘ . sone : : ormine sales as “rmine pl and ware- | John Weigel, director; Dick McKay and 
lation and in sales potential in the history of our country. ee spevony Bm viding od most |Bob MacKenzie, artists. ket 
bade owas Publication, Radio, TY economical distribution ner 
More accurate classification of markets Exeeutives—To relate | PRODUCT ILLUSTRATIONS ] 
PT a te , Department and Chain Drawing or painting: Lincoln-Mercury suc 
A new designation of market areas has proved far more ac- ae ee sehen estimate the |Div., Ford Motor Co.; Kenyon & Eck- of 
curate and useful than the traditional method of classifying ' wt Se Poi to * va | "Sanedanies” teases ee: an 
. . . . 4 “ i i > —_ s af ré I 2 j : : . 7 j 
arbitrarily by city size. Now, market areas include one or Advertising Managers 1 3 <a iale llioaate | Ford Motor Co.; Kenyon & Eckhardt; Bill spi 
‘entral cities and the areas dominated by these cities lo help plan advertising ore | Johnson; Cle Clark. Ca 
eee oe ’ ¥ —e Trade Associations —To oy tex. Sand tae ne ag ohn int 
In addition to complete facts on all markets, the book pro- a, ee eee help their members do a cury Div., Ford Motor Co.: Kenyon & 7 
vides you with detailed maps and data for every county in measure market charac- better marketing job 
every state. Complete population figures for all towns over teristics Management Engineers | SPECIAL AWARDS - 
ns : . : ° —To evaluate market Design of complete unit general 4 
1,000 inhabitants are listed alphabetically for quick reference. Space Buyers—To make wesuibliition for nw ond award): Upjohn Co.; Will Burtin and tio 
: wots : is x ae better selectior i per RT, a ecg John L. Deal, directors. the 
A large 4-color map shows where the markets are by population election of media old clients and obey | Aabtntns arvana Sabeencity of Michi pe 
and by retail volume. Media Researcherse—To larly for new products gan; Richard A. Huff, artist. hi 
measure adv wtlal Ee ist T rovide Engraving Award: Packard Motor Car thi 
SEND NO MONEY einen em cr th rae we oo Co.; Maxon Inc.; Detroit Colortype, en- 
. pent eae sales on gt ie for market- graver; Mack Stanley and Thad Brykal- 
‘ . ss 7 . = ey . i or sales potentials ing and saies. ski, producers. 
Just 6,000 copies have been printed 14 of which were sold Best printing award: Lincoln-Mercury 
before publication. Each book is handsomely, durably bound Div.; Kenyon & Eckhardt; Evan-Winter- 


. ! | | Co., typographer; Ed Pacault and John 
accompanying coupon at once: | J. Wavrer THompson Company, DeparTMENT A-6 | Tapp, producers. 
We will mail a copy to you—prepaid for examination—to j 420 Lexington Ave., New York 17, New York! | 
study at your leisure. You may then keep it for 5 days. Use it. | Gentlemen: Send me the Seventh Edition of POPULATION | Heinrich Adds Radio-TV Unit 
Test it. Then decide if you wish to own it. | AND L)S DISTRIBUTION, postpaid, for free examination. | Don Heinrich Advertising Agen- 
¢ » ‘ | I will cither remit $15 payment in full or return the | cy, Peoria, Ill., has established a 
If the volume fails in any way to live up to your expecta- | volume, with my reasons for returning it, within 5 days. | separate radio-television depart- 
tions, tell us why, return the book and you owe us nothing. | | ment. John Leslie, account direc- 
poe te will ts 6 * ; : en | tor, heads the department. Jeanne 
If-—as we believe it will—it fills a need in your business, remit ea ; Luukinen, formerly with WIRL, 
$15, and the book—with all its possibilities for increasing ae Peoria, will be Geperienent copy | 
i ‘i chief. Williams Inc., ilco prod- 
euce P ‘ P e Cc : 4 ° ° . 
your sales—is yours to make the most of | ity Sentte | Gots distributor, has appointed the 
L—-—————-.—-—_—_—— —-.—- —-—-———-—-—-—-—-—-! agency to direct advertising. 
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Advertising Age, June 1, 1953 


Selling Battle in a Buyers’ Market 
Occupies ‘Tribune’ Forum Panelists 


(Continued from Page 1) 
tising for General Mills Inc.; Dr. 
Melvin S. Hattwick, advertising 
director, Continental Oil Co.; John 
B. McLaughlin, advertising and 
sales promotion manager, Kraft 


Foods Co.; Mrs. Jean Wade Rind-| 
laub, v.p., Batten, Barton, Durstine | 


& Osborn; 


Arthur E. Tatham, 


head of Tatham-laird; James M. | 


Vicary, research counselor; Henry 


O. Whiteside, advertising and per-_ 


sonnel director, Mercantile Trust. 


Co., St. Louis. Moderator for the 
panel was C. B. Larrabee, pub- 
lisher of Printers’ Ink. 


of newness as a lead in selling 
themes by pointing to the ice 
cream manufacturers, 
learned to drop the “our product 


Mr. Brophy began the attack on 
the popular method of allotting a 
specific amount per unit of sales. 
Too frequently, he said, such a 
budget grows out of past history, 
| fails to take account of present and 


i See ae ‘future growth. Also, it needs to be 
ward distribution, and therefore to weighted to prevent the under-ad- 


“that | proper study of mankind— vertising of highly competitive ur- 
man. ban markets, and the over-adver- 
About all the innovator gets to- tising of rural markets, he said. 
day is an “early start,” he said. Most of the panelists agreed with 
Mr. Whiteside’s most eloquent Mr. Brophy’s idea that more con- 
supporter was Mrs. Rindlaub, who sideration should be given to the 
called for research into the at- rise in advertising costs—materi- 
titudes of both the habitual users als, labor, etc.—in drawing up the 
of a product type and those who budget. One reason advertisers ig- 
use it the least. nore this, he said, is that adver- 
'tising is one of the “controllable” | 


= “If you’re advertising food,” 


she added, “and haven’t caught up 


with two-job wives, with the fact 


| budget factors—one which can be 
/cut out with “less bloodshed” than 
other budget items. 


| 


|'that people are eating more be-| 
'tween 9 and 12 p.m., and less|# Another critic of the per cent of | 
# Mr. Cone led off on the subject | 


who have) 


is best” line and concentrate on) 


new flavors under new names— 
such as “Coronation vanilla.” 


studies were Messrs. Hattwick and | whereas on the basis of per cent of 
|Vicary. As Mr. Hattwick put it,| sales only $90,000 was warranted. 


He also mentioned a Foote, Cone. 


survey which showed that people 


are buying refrigerators not to re- | 


place worn-out models, 


but in|} 


response to “new feature” appeals, | 


such as that the new models 
“make shopping easier.” 

Mr. Tatham agreed. “It 
ruthless and practical fact,” 
declared, 
the most effective sales mecha- 
nism today.” 


is a 
he 


a At the same time, he said, new- 
ness is not to be confused with a 


“that product news is, 


new style for old stuff. “The news | 


we need is about new products, 


new applications, new packaging | 


(if of utility to consumers), new 
benefits and new applications. But 
it must be news.” 

Mr. McLaughlin supported this 
thesis with the case of Kraft’s 
Parkay margarine, which, he said, 
had plugged along for years in 
third or fourth place until rescued 
by anew theme—‘spreads smooth- 
ly, even when ice cold.” 

As a direct result of that theme, 
Mr. McLaughlin declared, Parkay 
“has been the largest selling mar- 
garine for the past five months.” 
He pointed out, however, that this 
was really a wedding of research 
and theme writing, since Parkay’s 
superior ‘“spreadability” was the 
result of research department dis- 
coveries. 


8 To “newness” in theme-writing, 
Mr. Gale added the further con- 
siderations of originality, public 


interest, persuasiveness and mar-_ 


ketability in terms of the specific 
market aimed at. 

He pointed out that underlying 
such thematic coups as “Breakfast 
of Champions,” “Kitchen-Tested” 
and calling General Mills’ new 
spice cake mix “Honey Spice 
Cake” called for infinite research 
into both public attitudes and 
product advantages. 


s Leading off for the motiva- 
tionists, Mr. Whiteside declared 
that the U. S. has now passed its 
period of “production worship,” 
that the main attention is now to- 


THEIR ANNUAL OUTING—Among the many members and guests who attended the annual golf outing 
May 22 of the Agate Club of Chicogo were these four groups. From left: Chuck Smith of Crowell-Collier, 
Waddy Wadsworth, Woman’s Day, Ray Dow, Bauer & Black, and Dan Foster, Henri, Hurst & McDonald; 
Rube Marquardt of Time Inc., Sterling Peacock of N. W. Ayer & Son and Sturgis Welles, also of Time 


between 6 and 9 a.m., and other sales budget was Mr. Steele, who 
such changes, you can’t do effec- | used his own Chicago branch as an 
tive advertising. You’ve got to | example. In order to gain ground 
keep abreast of the fast tempo of lost there in the 1945-50 period, he 
the modern world.” | said, he authorized a 1951 budget 

Also in favor of motivation | for the Chicago area of $250,000, 


“we’ve passed from the ‘who buys! Result: sales tripled and “Pepsi- 
what’ period of ad research to the|Cola now leads the field in Chi- 
‘why people buy’ period.” cago.” 

Both of them, however, made| Generally, Mr. Steele opposed 
briefs for the creative man in! sustaining advertising operations, | 
theme-writing, on the ground that | and proposed instead the “spending | 
he intuitively understands the bas- | to success” type of budget. 
ic reasons why people buy. | “Either advertise to build a mar- 

| ket or don’t advertise,” he said. 
# In fact, Mr. Vicary’s emphasis} This led to a brush with Mr. 
on preserving the copywriter’s | Schachte, the only per cent of sale 
intuitive processes in advertising|man present. But it was settled 
copy led to a fairly warm ex-/| amicably when the two contestants 
change with Mr. Cone. Mr. Cone | discovered they had in common a 
expressed the belief that copy-| strong belief in careful market 


writers could gain valuable prod- 
uct knowledge by getting involved 


'in the research process. 
Mr. Vicary, however, came out | 


for strict segregation: copywriters, 
he said, tend to get too fouled up 
with research technicalities and 
“which kind of sample.” ‘“That’s 
our headache,” the research coun- 
selor asserted. 


One point on which there was. 
general agreement was that it is. 


the job of the agencies, as Mr. 
Tatham expressed it, “to furnish 
the merchandising imagination 
which gives the product-develop- 
ment people some goals to shoot 
at. It is the responsibility of the 


admen to keep products new,” he | 


added. 


® The ad budget panel was char- | 


acterized mainly by a wide diver- 
gence of opinion on what to base 
a budget on, though most panelists 
were lined up against the simple 
per cent of sales basis. 

The panelists included Thomas 
D’Arcy Brophy, board chairman of 
Kenyon & Eckhardt; 
Glen, sales promotion manager, 
Marshall Field & Co.; Edgar Kobak, 
president, Advertising Research 
Foundation Inc.; Marvin C. Lunde, 
national retail sales promotion and 
advertising manager for Sears, 
Roebuck & Co.; John V. Sandberg, 
account executive, J. 
Thompson Co.; William J. Sanning, 
advertising director, Kroger Co.; 
Henry Schachte, ad director, Bor- 
den Co., and Alfred N. Steele, pres- 
ident, Pepsi-Cola Co. Moderator 
for the panel was Sidney R. Bern- 
stein, editor of ADVERTISING AGE. 


Walter: 


| study as the lynch-pin of any type 
of budget. 


ea A point of general agreement 
'was that proposed by Mr. Sand- 
berg—that top company manage- 
ment does and should make the 
final budget decisions, while the 
/agency recommends how the mon- 
ey should be distributed among 
media and sales outlets. 
Curiously, it was Mr. Steele, the | 
company president, who proposed 
an amendment—that agencies 
should take a more active part in 
building ad budgets for advertisers. 
“It’s no longer true that agencies 
are only out to boost the budget,” 


ARTHUR C. NIELSEN JR., for the past 
three years administrative v.p. of A. C. 
| Nielsen Co., Chicago market research or- 
ganization, has been elected executive v.p. 
In his new post, Mr. Nielsen will serve as | 
manager of Nielsen's Food-Drug division. 


good, some feeling strongly that it 
was time for a return to personal 
selling. 

The panel was composed of A. S. 
Gourfain Jr., head of Gourfain- 
Cobb Advertising and of Amana- 
Chicago Corp., a home freezer dis- 
tributor; Donald R. Grimes, presi- 
dent, Independent Grocers’ Alli- 
ance; Jason Hurley, district man- 
ager, Magnavox Co.; Harry G. 
Kipke, president, Coca-Cola Bot- 
tling Co., Chicago; John T. Pirie Jr., 
president, Carson Pirie Scott & Co.; 
Charles W. Smith, associate man- 
ager, McKinsey & Co.; Eldon E. 
Smith, v.p., Young & Rubicam; and 
J. B. Wagstaff, v.p., De Soto Div., 
Chrysler Corp. Reginald Clough, 
editor of Tide, was the moderator. 


a The marketing fact turned to 
most often by panel members was 
that the focus of effort in the new 
self-service age is the woman. Mr. 
Wagstaff stated frankly that the 
modern suburban car agency and 
the car it contains both emphasize 
comfort, convenience, maneuver- 
ability, etc., with the idea of at- 
tracting the woman. 

“The age of suburban living and 
shopping has increased tremen- 
dously the use of cars by women,” 
he said. (Other panelists noted that 
it was the car which has brought 
about suburban living itself.) 

Eldon E. Smith brought forward 
the working woman as the market 
of tomorrow. He described it as a 
$20 billion market, composed 


he announced. 
Mr. Kobak and Mr. Lunde both 


same considerations as were wor- 
rying the theme-writers of the first 
panel. Mr. Lunde proposed that for 
fiscal 1954 budgeteers forget about 


of more married than single wom- 
en. “Far too little is known about 


| search,” he added. 


'@ The first to level a critical eye 
at self-service was Mr. Gourfain. 
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the disappearance of the corner 
grocery. This Mr. Kipke vehement- 
ly denied, asserting that “the Mem 
and Pop stores will always be 
around.” 

Mr. Kipke also took occasion to 
disagree—long distance—with Mr. 
Steele of the second panel. “I ques- 
tion his statement that Pepsi-Cola 
is now the biggest seller in Chicago 
—and I’m going to check it,” he 
declared. 

Mr. Grimes contented himself 
with this point on food selling: 
that added profit incentive to deal- 
ers is necessary on nationally ad- 
vertised products, which are the 
main low-profit grocery items. 
“Only the high profit in non-food 
lines makes it possible to sell the 
_low-profit food items,” he warned. 


a For his revolutionary trend, 
C. W. Smith went back to the dras- 
tic reduction in the number of auto 
manufacturers 30 years ago. The 
same thing is happening today, he 
declared, in such fields as brew- 
ing, pharmaceuticals, food retail- 
ing, textiles, etc. 

“We face an impending battle 
royal for retail outlets,” he told 
the panel, and pointed out that 
“it is the leading companies, not 
the second and third-line brands, 
which have been building their dis- 
tributing systems over the past 
five years.” 

As a first-line salesman, Mr. 
Hurley agreed, and proposed old- 
fashioned sales planning, involving 
agency, manufacturer and distrib- 
utor, as the corrective. “Advertis- 
ing by itself, without sales plan- 
ning, is through,” he predicted. 


# Joined with Mr. Hurley and Mr. 
Gourfain as an advocate of per- 
sonal selling was Mr. Pirie. He dis- 
tinguished, however, between the 
innately “natural” full-service 
goods, like women’s hats, and in- 
nately self-service goods, such as 
deodorants. 

Whether the department store is 
downtown or in a suburban center, 
he declared, there is a place for it 
“as the special-knowledge, high 
mark-up store.” For example he 
asserted that, even with a super- 
market next door, a department 
store could do well as a specialty 
food «store. 


s A feature of the third panel was 
the high density of “curved” ques- 
tions asked. One of the curviest: 


tied their budget remarks to the | these people, in spite of market re- “Will the supermarket, like the 


| dinosaur, grow to great size, then 
be destroyed by a small, agile ani- 
mal?” 

| Speaking for the grocers, Mr. 


last year’s statistics and concen- | Noting that the self-service tech-| Grimes said, “We have a feeling 
‘trate instead on the fact that this|nique depends on the mechaniza-| that the large-volume market is 


year, for the first time since 1939,| tion of marketing—‘“the substitu-| yyjnerable.” 
sellers will have the stuff to sell, 
Harold V. 


and “we must apply the urge to 


buy.” Mr. Kobak expressed a re-| 
lated concern when he called for a | 


better knowledge of human moti- 
' vations when establishing ad bud- 
gets. 


® On the question before the third 
panel—whether the expanded 
economy has caused a marketing 
revolution—no one seemed to dis- 
agree. The panelists also agreed on 
the symbol for this revolution—the 
supermarket. Their big point of 
disagreement was on whether the 
self-service trend was all to the 
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tion of gimmicks for people’’—he 
questioned its long-run value on 
these grounds: 

1. In self-service, the urge for 
the housewife to buy items be- 
sides the ones she came in to buy 
is made only by inanimate objects. 

2. The social attraction is lack- 


Mr. Gourfain, the 
|freezer distributor, went further 
-and came up with a “small ani- 
mal”’—the home freezer. 


Miller Brewing Names Three 

| Andrew C. Vosburg has been 
‘named merchandising manager of 
Miller Brewing Co., Milwaukee. 


ing: “Never underestimate the de-| Sherwood Rising has been ap- 
sire of a woman to get out of her, pointed his assistant, and Charles 


house and socialize in one way or 


another.” 


e Mr. Grimes and Mr. Kipke came | 
into conflict on the power of the 
trend when Mr. 


supermarket 


'C. Davis Jr. has been appointed 
international sales manager. 


Snow Crop Changes Name 
Snow Crop Marketers Division, 

|New York, has changed its name 

| to the Snow Crop Division of Clin- 


Grimes said that the trend forecast ' ton Foods Inc. 
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Inc.; Johp and Ed Frick of Parents’ Magazine, Verne Schwegerle of American Meat Institute, and George 
Luthner of Young & Rubicam; Harry Pick of Russel M. Seeds Co. and three Admiral Corp. men, Joe Ptacin, 
Bud Trude and Joe Gransee. The Advertising Age cup offered at the magazine men’s annual Agate Club 
golf outing went for the second year in a row to Milt Klein of Klein Sporting Goods. 
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go 


If every day 
seems dark and 
cloudy and you 
seem to have more 
than your share of 
problems—let us 

help chase your 

gloom. We've made 


a business of helping 


and advertising 
executives; and 
whether 


you use one 


service, or all six, 


the help and assist- 
ance you'll receive. 
Write or phone and 


let us tell you more. 


nified 
services 


COLOR PROCESS 
ENGRAVINGS 
ART WORK 
PHOTOGRAPHY 
TYPOGRAPHY 
ELECTROTYPING 


PONTIAC 
Cngraving & 
Clecirotype Co 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 


. . 
HAymarke 
1-1000 


* . 


a \4a 


busy production men 


you'll be pleased with 


| WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,835) 
1 Our Gal, Sunday (Whitehall, CBS).....cccccccccccccccccccssco-sscssseessusssnssoneees 3,312 | 
2 Romance of Helen Trent (Whitehall, CBS).....000000000000 cccccccceccecesceeeeenees 3,267 
3 Arthur Godfrey (National Biscuit, CBS).......0..00.0ccccccccc ccccseccescceneesenseeneeee 3,267 | 
4 NN NE MS Mas ss cs sicnasedycbncsdascesdescisisoveseordendsceneseoonecepnencons 3,178 | 
5 Arthur Godfrey (Liggett & Myers, CBS)...0.0........ccccccccccscescescesesseeenees 3,178 | 
6 a I ois asticceshssdctscbnes iceveinseasedesoavossavecssevesdaes 3,133 
7 ee I CN as hp dnctdonnssccedbedsbavéaaes<oivcsbonsidcoveveceseedaen 3,133 
8 Wendy Warren & the News (General Foods, CBS)................cccccccceeees 2,999 
9 Ue Se TN TNL, SID so osdssciccscnsecenusacucodesicesséstaccssascnscsccsteciuns 2,909 

10 ee I So ass ines caus annissinadhcoouvevasunanadsesiunbodeulel 2,864 


| in 30 shopping dis- | 


National Nielsen Ranking of Radio Shows 
Week of April 19-25, 1953 
All figures copyright by A. C. Nielsen Co. 


Fathos Dey 
Homes* A & TILFORD 
“RESERVE” 


Current 
Rank Program 


EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,327) 
1 Jack Benny (American Tobacco, CBS) oo... cccccecscsevsvaveveneees 6,311 

2 Charlie McCarthy Show (Hudnut, CBS)... ccccccceecsceneeees 5,415 

3 eo ass icc caacumsdas.-oncvcveoesovodsbachdedabad 4,923 

4 People Are Funny (Mars, CBS)... ccscecseeees 4,610 | 
5 Lux Radio Theater (Lever Bros., CBS)... ccccssescsesssenevenneees 4,520 — 
6 NN IND PO Io ccsecicpecsececs -ocscersesces-.-ccscscndsovensssnsessens’ 4,431 | 
7 Johnny Dollar (Wrigley, CBS)...ccc.cccccccccccsscccsssescossssy, , -vsssvvesvesssasuenenee 3,894 | 
8 My Little Margie (Philip Morris, CBS)......0.0000000000000...... 3,760 | 
y Mr. and Mrs. North (Colgate, CBS)........................ ..3,580 | 
10 Suspense (Electric Auto-Lite, CBS).........00.0ccccccccce 3,536 | 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,208) 
1 One Man‘s Family (Miles Laboratories, NBC)... ewes 
3 News of the World (Miles Laboratories, NBC)... oocccccccceccccecsneeee 1,969 | 
3 SEE WIENS TUNIS MD scxassccicstscovecssdececosnccecosscesece pA eo PRIS 1,880 


PAMPER DAD—Reminders for the head of the house (Mother) to remember the 

breadwinner (Father) on June 21 have been distributed nationally to liquor stores 

by Park & Tilford Distillers, New York, for its Reserve and Kentucky Bred whiskies. 

The red, black and yellow window and counter displays, which use actual bottles, 

are pilfer-proof and provide space for prices. (The prices above are for New York.) 

Consolidated Lithographing Corp. made the displays, and Storm & Klein, New York, 
is handling the account. 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 


Where Are the ‘Pro's of Yesteryear 


eee jae in Advertising, Heilbroner Wonders 


2 True Detective Mysteries (Motorola, MBS)................cccccccccccccceeeeeseeeesversvens 2,059 
3 New York Philharmonic (Willys Motors, CBS)......0.0.0000..cccccccccsesceseeeees 1,790 (Continued from Page 2) 


‘set by a deep-seated distrust of a 
(1,522) | cyclops. .. 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 


1 NE 20 PON MPIINOOINONIRS NID xg cshecdsicsssicdischsoschesdacidaptacsssetecesbuceseere 3,133 “TIT am tired unto the death of 
2 I 5nd cs eh da vacensdceendountdasecss itn 2,954 |beautiful girls drinking beer,” 
3 Stars Over Hollywood (Carnation, CBS).............cccccccccccsscessesseeseesesceeeeee 2,864 |writes Mr. Heilbroner. “I am 


*The percentage of homes reached (“Nielsen-Rating”) may be determined by compar-| weary beyond belief of cars, all 

ing the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total two city blocks long, and _ all 

U. S. radio homes. 'souped up to travel at dangerous 

ie ie | speeds. I am immune—utterly im- 

Snively Joins Hagerstown TV Guide’ Issues Ad Rates = mune—to the meaningless super- 
D. Raymond Snively, formerly TV Guide has issued Rate Card lative and unconvinced by the in- 

sales promotion manager for W. D. No. 1, based on 1,000,000 circula- conclusive comparative. Isn’t any- 

Byron & Sons Inc., leather tanner, | tion. The card furnishes rates in | one ever going to sell me a cigaret 

has been named v.p. in charge of | 15 regional sections throughout the | again, instead of telling me that 

sales for Hagerstown Leather U.S. as well as nationally. The is lees irritating?” 

Goods Co., Hagerstown, Md., mak- | one-time b&w page rate is $3,000. | . 

er of billfolds and leather special- | Bleed pages will be 15% extra as | 

ties. will be guaranteed position. |@ The author hasn’t quite given up 


WHEN BUFFALO PEOPLE giufidsin'iht 
GO SHOPPING .... their cars fill 


| near clubbed to death, but it’s still 
| breathing,” he writes. “There was 
the parking spaces 
both downtown and 


a Lever Bros. ad comparing mar- 
garine to you-know-what that was 
so persuasive it actually got me to 
trot around to the store and try 
...., | their product. There are the jaunty 
' | penguins smoking Kools and the 
| mouth-watering Guinness ads; the 
clever ones for Holiday; the bro- 
cade of Gimbel’s prose; the wan- 


derlust-creating travel-to-England 
ads; the brilliant brevity of Mo- 
dess; the Bache & Co. financial ads; 
the continuing good humor of the 
Burma-Shave jingles.” 


Schuster Joins Sutton 


Raymond Schuster, formerly 
with Jenkins Publications, has 
been named New England district 
manager for Metal-Working, a 
Sutton publication. L. C. Davis will 
now concentrate on Contractors’ 
Electrical Equipment and Electri- 
cal Equipment in this district. 


Issues Variety Market Guide_ 

Variety Store Merchandiser, 192 
Lexington Ave., New York 16, has 
released its 1953 edition of “Direc- 
tory of the Variety Market,” list- 
ing more than 19,000 individual 
organizations. The 600-page book 
sells for $12.50 a copy in the U. S. 
and Canada. 


Standish Heads ‘Let's Shop’ 


Theodore C. Standish, manager 
of Redbook’s “Tops in the Shops” 
section, has also been named to 
manage Better Living’s new shop- 
ping section, “Let’s Shop.” Both 
are McCall Corp. publications. 


| tricts and plazas. 


Over 942% of all families 
in the Buffalo City Zone read 
The Buffalo Evening News. 


A nee aeeaenainemneiie <b - + 


> > > » SELL THE NEWS READERS AND YOU SELL THE 
WHOLE BUFFALO MARKET OF OVER 1,400,000 PEOPLE 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 
Editor and Publisher iotional § presentotives 


CBS for CENTRAL OHIO 


- WESTERN NEW YORK’S GREAT NEWSPAPER 


Hathaway 
hasn't a patch 
onus... 


WBNS uses gimmicks to get 
attention, too... but 
depends on top program- 
ing to build listener 

loyalty. WBNS has more 
listeners than any other 
local station . . . consist- 
ently carries the 20 top-rated 
programs (PULSE). For 
availabilities, rates and 
ratings, contact John Blair. 


ASK 
JOHN BLAIR 


radio 


COLUMBUS, OHIO 
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This Week in Washington... 


FCC Gets $300,000 More for TV Work 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, May 27—Economy- 
minded senators gave way last 
week to an overwhelming demand 
for an increased budget to permit 
the Federal Communications Com- 
mission to speed up the processing 
of TV applications. 

The demand for a bigger fee was | 


‘decides to ask Congress for author- 
ity for his office to fix rates—sub- 
ject to a congressional veto—he 

can count on support from a num- 
ber of influential members of Con- 

gress. 

When he was before the House 
appropriations committee recently, 
|Mr. Summerfield was asked how 
he felt about existing rate making 


spearheaded by Sen. Edwin C. procedures. He commented: “If the | 
“NORMAN LEVALLY has been appointed 


Johnson (D., Colo.), ably assisted Postmaster General and his de- 
by Sen. Homer Capehart (R.., Ind.). | ‘partment are not qualified to judge 


They pointed out that the 17 teams | 
of examiners which FCC would 


have under the budget passed by | 


the House would handle about 255 
applications in a year. At the pres- | 


ent time FCC has a backlog of 600 | 


unprocessed applications and anti- 
cipates about 250 new ones in the 
next 12 months. 

Sen. Johnson proposed that FCC 
have 40 examining teams to wipe 
out the backlog in the coming year. 
However, Sen. Leverett Saltonstall 
(R., Mass.), spokesman for the ap- 
propriations committee, thought 
that the commissioners wouldn’t be 
able to review the decisions fast 
enough to keep up with 40 teams. 


He agreed to a special $300,000 | 


fund to give FCC 24 teams of ex- 
aminers, and expressed hope that 
the extra staff would clean up the 
TV logjam within two years. 
After the Senate voted the $300,- 
000, Sen. Johnson was still less 
than happy. He pointed out that 


FCC’s shortage of manpower pre- | 
vents the growth of an $8 billion) 


industry and deprives a large num- 


ber of people of adequate TV serv- | 


ice. 


“The amendment,” said Sen. 


Johnson, “is acceptable, but it is 
far from being agreeable.” 
* e 7 
The National Production Au- 


thority has spent a good deal of 
time lately reminding various in- 
dustries of the precautions that 
should be taken to reduce losses 
of production to a minimum in the 
event of atomic attack. Magazine 
publishers who were called in took 
a coldly realistic attitude. 

“In the event of atomic attack,” 
they commented, “our industry 
would be expendable. It doesn’t 
seem worth while to do much 
planning.” 

* ~ * 

Postmaster General Arthur Sum- 
merfield has set up a rate bureau 
to provide expert advice on the 
kinds of rates required to put the 


what the rate shall be, I do not 
know where you would look to get 
the proper background.” . 
Afterward, Rep. Gordon Can- 
‘field (R., N.J.), chairman of the 
appropriations subcommittee han- 
dling postal funds, told the House: 

“As regards rates, the Postmaster 
General has indicated that equi- 
table and realistic adjustments in 
rates are necessary if the postal 
deficit is to be materially reduced. 

“As far as the establishment of 
rates is concerned, I am personally 
willing to delegate this authority to 
the Postmaster General—Congress 
ito have a veto. Certainly rates 
_must be revised if the postal defi- 
cit is to be lowered.” 


May 25 was certainly “Black 
|Monday” for the Justice Depart- 
ment’s anti-trust division. 
losing the Times-Picayune case 


(see story on Page 1) the anti-trust | 
division was thrown back by a 7-2 | 


decision, in its first effort to get 
a court order to enforce the inter- 
locking directorate section of the 
|Clayton Anti-Trust Act. 

The department has brought a 
civil anti-trust action accusing 


John Hancock, New York banker, | 


of illegally serving as a director of 
several chains that sell in competi- 
tion with each other. When Mr. 
Hancock bowed to the govern- 
ment’s demand and resigned the 
disputed directorships, the district 
court dismissed the case. The Jus- 
tice Department argued that a de- 


cree should have been issued to’ 


prevent Mr. Hancock from resum- 
ing his posts. 

Justice Tom Clark, for the court, 
said there appeared to be some 
merit in the government’s argu- 
ment, but not enough to justify a 
reversal of the lower court. He 
pointed out that the ban on inter- 
locking directorates has been en- 
forced so infrequently that there 
|was no well-defined policy to guide 
Mr. Hancock. 


Post Office on a sound fiscal basis. | 


As it stands the rate bureau is 
purely advisory. 
In the event Mr. Summerficid 


The Federal Housing Adminis- 
tration reports an upsurge in ap- 


Besides | 


vp. of Walker B. Sheriff Co., Chicago, 


_which provides special services to agencies. 


Mr. LeVally at one time was an account 


| executive for Leo Burnett Co. and subse- 


quently headed his own agency in Chicago, 
LeValiy Inc. The Sheriff company has moved 
to larger quarters at 17 E. Chestnut St.) 


plications for new construction ap- 
plications, and the Bureau of Labor 
Statistics said housing starts in 


| April numbered 110,000, a 13% in- 


crease from March. For the first 
four months, housing starts totaled 


356,100 compared with 352,700 last | 


year. 

The increase in applications had 
been predicted by builders whe 
were pressing for higher in‘erest 
rates on mortgage loans. Before the 
increase, builders found it difficul: 
to find lenders for long-term mort- 
gage investments. 


Pearson Is Appointed 
Ad Manager of ‘Mademoiselle’ 
A. C. Pearson, advertising man- 


ager of Charm for the past three] ) 


years, has been named advertising 
manager of Mademoiselle. He suc- 
ceeds Robert E. Park, who was re- 
cently named to the newly created 
post of advertising director of 
Street & Smith (AA, May 18). 
Replacing Mr. Pearson in the 
Charm post will be Grant Cham- 
berlain, who has been western ad- 


| vertising manager of the magazine, 


working in Chicago. Mr. Cham- 
berlain now moves to New York. 


Kill Ill. Printers Supplies Tax 
The Illinois Supreme Court May 

20 invalidated sales tax rules is- 

sued by the state department of 


/revenue last December requiring 


suppliers to pay a 2% tax on sales 
of paper, ink and other supplies to 
printers. The Graphic Arts Assn. 
of Illinois has advised its members 
not to pay the tax, which is passed 
on by the suppliers, despite the 
possibility of the state’s filing of 
a petition for rehearing. 


WIJAS Joins Mutual 


WJAS, CBS affiliate, is the new 
Pittsburgh affiliate of the Mutual 
Broadcasting System as of June 15, 
replacing KQV, which has switched 
to CBS. 


' IH, Bucyrus Make Sales Deal 


International Harvester Co., Chi- 
cago, and Bucyrus-Erie Co., Mil- 
waukee, have made an arrange- 
ment under which Bucyrus-Erie 
industrial tractor equipment will 


be sold, distributed and serviced | 


by IH to its industrial power dis- 
tributors after Jan. 1, 1954, and 
eventually manufactured by the 
company. Bucyrus-Erie, which for 
many years has manufactured al- 
lied equipment for IH’s industrial 
tractors, has need for manufactur- 
ing facilities for its items other 
than tractors and has decided to 


withdraw from the manufacture of | 


tractors. 


Toronto Ad, Sales Club Elects 


Bob Downie of E. Harris & Co. 
‘has been elected president of the 
Young Men’s Advertising 


ficers elected are Jim Wood, Good- 
_year Tire & Rubber Co., Ist v.p.; 
'Clarke Lloyd, Crown Life Insur- 
ance Co., 2nd v.p.; Jack Bates, 
|General Engineering Co., secretary, 
land Les Porter, Gilson Automobile 
'Transport, treasurer. 


Hat Corp. Appoints Levin 

Albert Levin, formerly with 
John B. Stetson Co., has been ap- 
pointed by Hat Corp. of America, 
Norwalk, Conn., as sales manager 
of Knox hats for women. 


and | 
Sales Club of Toronto. Other of-| 
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AND IT WON'T TALK BACK—Henry Hanger 
Co., New York, is suggesting its ‘Silent- 
| Valet’ for those who can’t afford a real 
one in this b&w ad in The New Yorker. 
Daniel & Charles is the agency. 


We produce the 
UNITS ond METAL PARTS plus 
IDEAS ond WORKING MODELS 


THE AMERICAN DISPLAY CO. oAvTon 2 


The Retail Clerk 
Gets Attention 


Manufacturers who complain 


about the indifference of retail) 
clerks to their products can take 
hope. That indifference can easily 
be converted into enthusiasm, as 
the experience of Allen B. Wrisley 
Company proves! 

All successful merchandisers 
know that retail clerks exert the 
most effort in behalf of the prod- 
ucts that they know most about, 
and that they know how to present 
interestingly and persuasively to 
the shopper. 

Publishing handsome _ booklets 
for the inspiration and instruction 
of clerks does little good. Only the 
self-starters among them, unfortu- 
nately, read manufacturers’ printed 
materials. Wrisley publish litera- 
ture, too, but they have found a 
far more effective way of getting 
their story over to retail sales- 


(Advertisement) 


|people, even though they market 
entirely through wholesalers. 

| Wrisley’s salesmen are screening 
\a Francisco Film, THE LUXURY 
| TOUCH, before clerks in the cos- 
|metics sections of drug and de- 
partment stores. 

| The film shows and tells the 
|clerks how they can increase their 
|sales slips by selling the idea of 
|the luxury bath, not just cakes of 
' bath soap, with the aid of a counter 
display piece which shows all 
-seven of the Wrisley luxury bath 
items to best advantage. In the film 
a retail clerk makes the most of 
this display, while using simple, 
effective selling sentences on a 
| variety of shoppers. 

THE LUXURY TOUCH is a 
beautiful film, if we do say so our- 
selves. We planned it that way! 
It’s in color throughout, containing 
glamorous scenes of a shapely girl 
luxuriating in a Wrisley Superbe 
bubble bath and using all of Wris- 
ley’s luxury bath items afterward, 
striking studies of the fragrant 
Wrisley products, and dramatic 
scenes in the laboratory and Wris- 
ley’s modern plant. 

Clerks seeing this film just can’t 
help being sold on Wrisley’s mer- 
chandise and eager to sell it as 
suggested! 


Francisco Films 
185 N. Wabash Ave., Phone: STate 2-0798 
CHICAGO 1 
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64 
over and over again, 52 times 
Supermarkets Need Pretty Hostesses, :\vs: 2 tri: cine atts. Consum- 
er back to buy again and again.” 
T 
Better Ads, Institute Members Told 


(Continued from Page 1) 


|® The rash cliims, he said, were 
that food freezer patrons could 
|save 30% and hat they could eat 
what to expect—and where to a lot better. The claim that a food 
ground floor as a supplier. criticize it.” freezer plan costs nothing was, 
“We wanted to see if it was a Once on the ground floor, Mr.|except in legitimate instances of 
feasible method of distribution, Klompus said, the floor gave way.| sound merchandising, all wet. 
and if so we wanted to stay with “The appliance men were too There are sound food freezer 
it,” he said. “If food freezer plans eager to sell just once. They didn’t|deals, he pointed out, “but the 
were to be a problem to retail food understand the retail problem—j/only thing the food freezer plan 
men, then we wanted to know that of selling not just once, but|people can really sell is conven- 


THE CONSUMER 


ON ES: ARR cle 
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ience. Mrs. Buyer can get her econ- 
omies at the supermarkets. There 
she can find bargains matching 
the food freezer offers—through 
5% to 10% reductions on bulk 
purchases.” 


kept pace with other developments 
in the business, Clyde Bedell, re- 
tail advertising consultant and Ap- 


VERTISING AGE columnist, told the 


MRS. AMERICA, 1953—Mrs. Evelyn Joyce Schenck of Irvington, N. J., Mrs. America of 

1953, expresses approval as Otis L. Wiese, publisher of Better Living and editor and 

publisher of McCall’s, tells her story of new plan which calls for selecting next year’s 
Mrs. America from among supermarket shoppers. 


creative selling minds make to put 
in white space,” he continued. 
“The only advertising dollars 
actually are those spent to create 
selling messages, or to multiply 
such messages.” 
If food stores were as ineffectual 


® Food store advertising has not!at making their stores appealing 


and inviting as they are at making 
their advertising interesting and 
inviting, there would be few great 
food stores today, Mr. Bedell de- 


convention. clared. 
“Food stores are getting much; Mr. Bedell criticized store man- 
too little for their ad dollars,’ Mr.|agement for believing that mer- 


IN OTTAWA 


Dominion Stores sell the big family French- 
speaking market through “Le Droit’. 


IN OTTAWA | 


Over 400 merchandising 
through grocery outlets, also use “Le Droit” to 
sell this rich and growing market. 


<} 


national advertisers, 


pS 


e D rol 
THE RETAILER AND DAILY CIRCULATION OVER 26,000 
THE MANUFACTURER 


Head Office and Plant, 368 Dalhousie St., Ottawa — H. E. Lemieux, Director of Advertising. 
Toronto Branch Office, 112 Yonge St., EMpire 3-9903 — Vern B. Moore, Manager. 
U.S. Representatives — Shannon and Associates. 


Bedell said, blaming it partly on | chandising alone makes response. 
“loose, inaccurate and misleading” |It takes merchandising plus ad- 
terminology in the copy. He de- | vertising, he said, and manage- 
clared: ‘ment “has not yet had to put the 
“When a store buys space, it is|)same kind of cold, objective, ra- 
only buying the opportunity to tional thinking into advertising it 
advertise, if it knows how. Adver-| has had to put against other phases 
tising is not listings on paper, mul-|of store operation.” 
tiplied by circulation. Real adver-| 
tising...is professional selling—in # Inefficient pre-packaging meth- 
print. ods and the “coupon curse” were 
“Most food store advertising is|singled out for criticism by Wil- 


\simply publicity for selected low| liam Applebaum, general manager 


prices. Real advertising is what|of Stop & Shop Inc., Boston, as 


Whaley TAX\POSTERS 


Move with and into the crowds with 
Taxiposters. Your colorful displays are 
where the crowds are . . . the stadium, 
theatres, hotels, train and air terminals. 
There are no stagnant locations—no lulls. 
And Taxiposters are surprisingly eco- 
nomical. Your advertising message costs 
but a mere penny per poster traveling five 
to seven miles. Write today for rates 
and availabilities. 


The Outdoor Aduertising Easiest to See 


136 So. Fourth Ave. Louisville, Ky. 
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he unveiled plans to set up a “lab- 
oratory” within SMI to work out 
packaging and merchandising 
problems with producers. 

As chairman of the SMI’s re- 
search advisory committee, Mr. 
Applebaum said the group would 
undertake a joint program of re- 
search with manufacturers and 
farm groups to eliminate out-of- 
date methods and waste. 

“In my opinion,” Mr. Apple- 
baum said, “present methods of 
pre-packaging fresh fruits, vegeta- 


bles and meats in supermarkets | 


are no less primitive and wasteful 
than the weighing of dry beans 
and bulk sugar and the measuring 
of vinegar and molasses in a by- 
gone age. 


a “The pre-packaging cannot be 
efficient until it is done centrally | 
by large processors making full | 
use of the best methods which the 
technology of this atomic age can 
develop,” he said. 

As much as $1,000,000 annually | 
could be spent in cooperative re-| 
search to cut waste in American | 
methods of food distribution, he) 
suggested. 

Praising the purpose of coupons, | 
combination sales and free deals, 
Mr. Applebaum sailed into their! 
drawbacks. 

“It very often happens that give- 
aways, combinations and coupon- 
gimmicks backfire. It results in 
a short, expensive ride on a mer- 
ry-go-round for both operator and 
manufacturer. At the end of the 
ride,” Mr. Applebaum said, “ev- 
eryone is back where he started! 
from. 

“The consumer rejoins his fa- 
vorite brand of long-standing. The 
manufacturer often settles for even 
smaller sales results than before. 
The retailer is usually out-of- 
pocket, any way he looks at it.” 


s As one step forward in mutual 
relations, Mr. Applebaum suggest- | 
ed that manufacturers not use pre- 
miums that correspond to items 
which are customarily sold in su- 
permarkets. As an example, he! 
said a cleanser maker offered) 
flower seeds, despite the fact 22% 
of the supermarkets have garden| 
departments. | 
The same cleanser firm offered 
a third package at half price with 
the purchase of two at regular| 
price but customers got the im-| 
pression all three were half-price | 
specials, Mr. Applebaum said. 
“Consumer copy should be sim- 
plified on promotional deals so as | 
to reduce confusion and to express | 
the deal in plain words,” he said. | 


s Effective merchandising and re-| 
alistic prices will nip the growing | 
problem of surplus food, Secretary | 
of Agriculture Ezra Benson said in| 
a closed circuit telecast to the SMI 
meet from Washington. 

“Our market for food in this 
country is far from saturated,” Mr. 
Benson said. “If you can sell 10. 
more pounds annually of meat per 
person, just 7% more than we are! 
now eating, our so-called surplus 
of corn will disappear. 

“If each family were to eat a 
quarter-pound more butter each 
week, we would soon use up our 
so-called surplus of butter,’ the 
Secretary said. 

Complimenting supermarket op- 
erators for a “long record of co- 
operating with the Department of | 
Agriculture,” Mr. Benson said they 
came through on his recent re- 
quest to push beef sales. 

“Reports have reached my office 
that definitely indicate that stores 
had increases as much as 200% 
in gross sales,” he said. 


® Sales for 1952 in supermarkets 
averaged 14% above 1951, and 
gross margins also rose, accord- 
ing to Curt Kornblau, SMI re- 
search manager. 

Operating expenses continued to 
climb at a faster rate than sales, 
for the fifth consecutive year. Net 
profits declined slightly from 1951. 


LEE WILLIAMS, formerly v.p. of Foote, Cone 

& Belding in Chicago, has joined the ac- 

count management group of the Biow Co., 

New York. Mr. Williams, at one time with 

Batten, Barton, Durstine & Osborn, was also 

advertising manager of the Walgreen Co., 
drug chain. 


The annual survey was taken 
among 300 SMI member firms op- 


erating a total of 3,955 stores with | 


a combined 1952 sales volume of 
$3,373,000,000. 

Mr. Kornblau said the 14% sales 
gain made by this group is high- 


‘er than the estimates for all of 
| the nation’s grocery and combina- 
| tion stores. 


as A total of 87% of the companies 
recorded volume gains with pro- 
duce, 82% with meat, and 85% in 
the “grocery and other’ depart- 
ments, according to the survey. 
This more than offset the 2% ad- 
vance of prices in 1952. The supers 
made a tonnage gain of 12% over 
1951, as compared with a 10% ton- 
nage gain two years ago. 
Separate delicatessen depart- 
ments were reported for 65% of 
the supermarkets, of which 80% 
are completely self-service. Com- 
plete bakery departments. are 


|found in 57% of the supermarkets, 


beer is sold by 45%, wine by 28% 
and liquor by 10%. Health and 
beauty aids are now carried by 


92%, and three out of four super-| 


markets sell housewares. 

Other non-food items made their 
way into more supermarkets last 
year. The reported items, most of 
them “fast sellers,” include socks, 
handled by 50% of supermarkets; 
books, by 48%; stationery, 46%; 
nylon hosiery, 45%; magazines, 
44% (as compared with 30% a 
year ago). 


# “Mrs. America of 1954” will be 
selected from among the millions 
of women who shop in supermar- 
kets, it was announced at the con- 
vention by Otis L. Wiese, editor 
and publisher of McCall’s and 
president of Mass Market Publica- 


tions Inc., publisher of Better Liv- | 


ing. 

Entry blanks for the queen- 
homemaker competition, conduct- 
ed by Mrs. America Inc., will be 
printed exclusively in Better Liv- 


|ing, which is distributed in 9,000 
| supermarkets. 


Entries will be collected from 
these supermarkets for statewide 
judging in 48 states, and also Ha- 
waii and Canada. The finalists will 
go to Florida, living with their 
families in tourist homes, for the 
top-award decision. It will be the 
first time a magazine has been 
associated with the annual contest. 


@ Nightly dinners on the red- 
carpeted arena of the Cleveland 
Public Auditorium had almost a 
Franz Joseph setting and flavor. 
The entertainment, to bemuse the 
relaxing visitors, rivaled the best 
in “Call Me Madam,” Bob Hope 
quipped. Gladys Swarthout, Ro- 
berta Peters and Baritone Ear] 
Wrightson were soloists. Ben Blue, 
the comic, romped and Maria Ney- 
lia, violinist, played. 


Plowman Joins KTLA Publicity 


Richard Yale Plowman, former- 
ly head of his own Hollywood 
photo studios, has joined the pub- 
licity staff of KTLA, Hollywood. 
Mr. Plowman succeeds’ Robert 
Reagan, who is on military leave. 


‘Last Minute News Flashes 


Kaiser-Frazer Takes Over Lowell Thomas from P&G 


WitLow RwN, MICH., May 29—Kaiser-Frazer Corp. (William H. 
Weintraub & Co.) will assume sponsorship of Lowell Thomas’ five- 
times-a-week commentary on CBS Radio starting June 29—the first 
day the program is vacated by Procter & Gamble. Also on Columbia, 
Kleenex (Foote, Cone & Belding) takes over as alternating sponsor of 
the first quarter-hour segment of the Arthur Godfrey simulcast as of 
July 7, replacing Consolidated Cosmetics. 


Owens-Illinois Glass Boosts Herron to Ad Head 


To.Lepo, May: 29—E. L. Herron, advertising and merchandising man- 
ager of the glass container division of Owens-Illinois Glass Co., has 
been promoted to director of advertising, coordinating the ad activities 
of the divisions and subsidiaries. Other promotions: Henry C. Rudy 
from prescription ware sales manager in the glass container division 


to merchandising manager for all divisions and subsidiaries, aid Harold | 


J. Carr, v.p., to director of business research. 


Burry Biscuit Starts Largest Campaign 


E.1zaABETH, N.J., May 29—A page ad in the New York Daily News 
_has launched Burry Biscuit Corp.'s largest advertising campaign. Fea- 
ture of the drive is a new humidity-proof “save the flavor” package. 
Copy will also appear in the New York Journal-American, World-Tele- 
gram & Sun, New York Post, Newark Evening News, Evening Record, 
| Bergen, N.J., and the News, Paterson, N.J., in a drive continuing to 
| Sept. 3. Beacon Advertising Associates, New York, is the agency. 


Daly Named D’Arcy Radio-TV Business Manager 

New York, May 29—Arthur J. Daly, formerly an account executive 
with the DuMont Television Network’s sales department, will join 
D’Arcy Advertising Co. as business manager of the radio and TV de- 
partment June 8. He also will have charge of time buying for the 
agency. 


Borden Schedules Summer Drive for Buttermilk 


New YorkK, May 29-——The farm products division of Borden Co. will 
launch a special buttermilk promotion next month in 100 markets. The 
schedule calls for 25 radio spots and 20 20-second TV spots weekly 
through June and July, truck posters, and full-color pages in Look 
(June 16), The Saturday Evening Post (July 18), and the July issue 
of Good Housekeeping. Young & Rubicam is the agency. 


‘Thomas’ Register’ Joins ABP; Other Late News 


e Thomas’ Register of American Manufacturers, published by Thomas 
Publishing Co., New York, has joined Associated Business Publications. 
ABP’s total membership is now 136 industrial, professional and mer- 
chandising publications. 


e Handmacher Vogel, New York, will present 30 minutes of live com- 
mentary, with John Daly and Maggi MecNellis, preceding and following 
ABC-TV’s telecast of the British Broadcasting Corp. films of the Coro- 
nation June 2. Carl Reimers Co. is the agency. At NBC-TV, Dave Gar- 
roway’s “Today” added a couple of sponsors—E. R. Squibb & Sons 
| (Cunningham & Walsh), and a returnee to the show, Chase & Sanborn 
(Compton Advertising). 


e Gerald A. Higgins, formerly an account executive with John C. Dowd 
Inc., Boston, will become assistant to the president of James Thomas 
Chirurg Co., Boston, June 1. Before joining the Dowd agency in 1949, 
he was publicity director of Boston Consolidated Gas Co, 


e The name of Independent Grocer, weekly publication in the New 
York market area, has been changed to Modern Grocer, effective May 
29. Charles Ackerman is publisher. 


e Mrs. Edith Macaulay, formerly advertising manager of D’Orsay Per- 
fumes, and Mrs. Muriel Kaufman Hill, previously with Pedlar & Ryan, 
have joined the copy department of Kenyon & Eckhardt, New York. 


e Agency President Raymond Spector has been negotiating with Toni 
Co. to sell his interests in Hazel Bishop Inc. to the home permanent 
manufacturer. Toni and Hazel Bishop (a Raymond Spector Co. ac- 
count) are now co-sponsoring two television shows. 


e Betsy Anne Schellhase has joined Harold M. Mitchell Inc., New 
York, as copy chief of the women’s products division. She was for- 
merly with Dowd, Redfield & Johnstone, Helena Rubinstein Inc. and 
Saks-Fifth Ave. 


e Pond’s Extract Co., New York manufacturer of beauty cream and 
cosmetics, is using pages in 47 U.S. and Canadian newspapers Tues- 
day, June 2, to present 20 women members of British nobility. The 
|Coronation Day “Tribute to Their Queen” campaign is being handled 
|by J. Walter Thompson Co. 


had much chance of being ap- 


3% Tax Proposed 
on Commissions of argument to bolster their opinion. 


| It sounded more like whistling in 


New York Agencies ‘“,“*"* 


proved, but lacked any convincing | 


The American Assn. of Adver- 
New York, May 29—A proposed tising Agencies and the Advertis- 
ing Federation of America both 
had no comment. 

The proposed tax will also affect 
public relations companies as well 
as the ad agencies. 

The bill is scheduled for a pub- 
lic hearing before the finance 
committee of the city June 5, and, 
if approved, will go into effect 
July 1. 


3% city sales tax on agency com- 
missions has Madison Ave. whis- 
pering, but not talking. 

Until the bill is available for in- 
spection, agency executives are 
refraining from comment, but 
most agree that if the tax is ap- 
proved it will be on the agency’s 
commission and the agency will 
bear the new burden. 

One agency executive said that 
the bill “is being squeezed through 
at the last minute in order to give 
as little time as possible for oppo- 
, sition to develop. However, I don’t 
| think they [the politicians, pre- 
,sumably] will get away with it.” 

Few, if any, thought the bill 


A.S.R. Appoints Ernst 

Orrin M. Ernst, formerly mar- 
keting manager of Bristol Labora- 
tories, New York maker of phar- 
maceuticals and antibiotics, has 
peen appointed manager of the 
A.S.R. hospital division of Amer- 
ican Safety Razor Corp., Brooklyn. 


Falstaff to Put 


Big League Ball 


Games on TV Net 


St. Louis, May 29—Falstaff 
Brewing Co. has sold three major 
league baseball clubs on network 
telecasting—on a limited basis— 


|for a few of their home games. 


Teams agreeing to play network 

audiences are the Chicago White 
'Sox, Cleveland Indians and Phila- 
\delphia Athletics. Tomorrow’s 
game between the White Sox and 
the Indians will be the first to go 
before the ABC cameras. 
_ Dancer-Fitzgerald-Sample has 
‘ordered 21 midwestern and Cali- 
fornia stations for Falstaff; the 
clearance outlook was good at 
press time. The games will not be 
televised in any major league city, 
including the originating city, nor 
in minor league cities where the 
telecast would compete with a 
scheduled contest. 


s Available markets not ordered 
by Falstaff, which sponsors half 
of the big league Game of the Day 
broadcasts on Mutual, will be sold 
co-op by ABC-TV. 

Seventeen games will be in- 
cluded in the weekly Saturday 
afternoon series. 

This move is expected to inten- 
sify Sen. Edwin Johnson’s efforts 
to curb. broadcast coverage of 
baseball. 


Standard Oil Uses 
Desert Testing as 
Theme of Gas Push 


Cuicaco, May 27—Standard Oil 
Co. (Ind.) is launching a new hot 
weather gasoline blend this month 
with an intensive midwestern cam- 
paign in newspapers, outdoor, tel- 
evision and radio. 

The theme of the drive is keyed 
to tests conducted in the Mojave 
Desert to determine which gaso- 
line blends are best to ward off 
vapor lock in hot engines. Accord- 
ing to Standard, more than 200 
experimental gasoline mixtures 
were tried in automobiles driven 
under air temperatures as high as 
ite’ ¥. 

Advertisements showing cars 
under test by engineers wearing 
sun helmets are appearing in 541 
daily newspapers and in 1,214 
weeklies. Also lined up are 32 ra- 
dio stations in 28 key midwestern 
cities and film clips for seven TV 
stations. 

The outdoor campaign will fea- 
ture the “desert-proved” theme in 
a series of three postings. In June 
and July half of the panels will 
be used to push tires with a bee 
and a “honey of a deal” pitch. 

Dealer banners, pole signs, pump 
wrap-arounds and other material 
will be used in both gasoline and 
tire campaigns. 

McCann-FErickson is the agency. 


‘Progressive Farmer’ Offers 
New ‘Junior’ Space Unit 

The Progressive Farmer, Bir- 
mingham, Ala., will offer a new 
“junior” space unit, effective with 
\its September issue. The three- 
column, 429-line unit has a b&w 
rate of $3,300 and $4,650 for full 
color. 

Editorial matter will normally 
appear above and in the gutter 
column alongside the junior units, 
the monthly announced. But ad- 
vertisers may center the junior ad 
“with the benefit of extra white 
space above and below” and “fac- 
ing junior pages will be available 
with or without gutter printing.” 


Scherb Joins ‘Redbook’ 


Albert H. Scherb, formerly with 
the Chicago Daily News and the 
Chicago Tribune, has been named 
to the Chicago sales staff of Red- 
book. Edward Walters has been 
promoted from the sales staff of 
Redbook’s shopping section to the 
Chicago display sales staff. 


yo “ — P Spe ngs 2. Ae es reenter 2 RS Sola Ay S| F 5 ee Se 2 ES Py PA ek oe Pig ane es od . Aen ed Woe EN a y Re o hee is hae ; Me hom ae etl i 
Lae Be oe ps ee aren ee FES eK enhanc A mIRC na Meat eae meta Mae 22 She Oa Bs Geek Maras wc 2th 2 ess AS Te vs Gob. et Se sere sou, ae te a ery. At a Sd aaa 7 ey ae hs atk oe SiS rigs need ep nage ia eee as | oh: 
Pig: teen ake Lal Ae jfss ache i frig ve Mee rd ols Or agar eae 2 eal tae Chto) 1, Fen ie ma Realaee Tce Oh lai alc ate me a ES ARNE a ok ae eae ARS sin ae Se hts te age AS 0 eA Sera Tc. ar me 
siete Mids) Weer raha Soe ir cha at ft, PR aS ea ee pe et fy cS Rc as: eee = er te fas Wane eee aa ae Oe Mae vir gee be oe ee Rica Se aa ee it, Sener *oldeg ie Ne vt ea Oe 
Ne ge eee Ree i ae a eres epee cc Se AR RN pre nCRren eee Re ok aia ere aes ile aman eS 
Sms pe se rhe mh, ee PR cist iii she Tee : re Me se ae: ane Ge amet: ite: ok a RS aEre ae Pe ead gals Seale PS 2 . 2 pane Se te 
y eles ; . SAS: ae RS Bas is ee a goa ner tat ae de ge qs } ee pe eee 
eo Reema Sees. Bese FO oes eR ET CF eT oe eee § : RO ee Bina oe: lag eee ice , : : Pees “pene ori Sone = yess ‘ a a : oir é Ue as 
age 8 Pa One sy rd «Mae eset beats pcr ee tees es egos ae ig Be SE La ce i a a hae 5 ota ee aay Se, Sa i FS ee en Pee eh aes Se gu, f o Sipe SE eee : CORE Seer ge it A ~ ea ie eas es ae ety 4 ae © 
eo ee eit wee Bn Sade hae oe Se asaict 5. sina oan ce a Bee Sn is et oe ty i eos. settee hast as ‘ ; ae 3 emis ee, we Weta Re gearas os ttt oe Mp oS a ee gee eee ee 7 SRE eee Sa acer aia Se ouite See 
{ir aca ce es aes ig Bet Sat ot es Sues poeta. eee Peat lak icant pore eee | eee, Sine a Papen Re, ee es ea ven ae aura ay oe ARIE TT oe: on pita RAM lt asa Ds, ae Re a 
ees : era : ieee eta eS RT Soe. A eee apes ahs vg ee Tee nyt i Si pagina 21 ae ea 5: eee su Pp aaa eer fe ony hee ; Beets ae Sere ei neg ge eon Sneha De Sete 2 ee 
nat ; eye 7 cs - : i é * ‘ ‘a C elt Pt - E: Beg 
pe ° - . h - i 
fi 
e 
953 ee : 65 
Se J i “ bere . 
i Se ” - : 
=e oe : : : 
- es 5 Taye se ‘ ; os 2 
' 3 “ei fg oo ae "3 ae a 
Bie d ’ i a a Peles 
2 mee. a gl a “al 
A i re. : ‘ 
ce, . 
uae oy: 3 ae ‘ at 
Tae ae a a oe 
mets yo. x = 
BINS A »» — - 
coer be ue eo ro eS 
f ak, ee ee tas * - a 
xs 4 a we 
ere Be q = a é 
ete - 2 - . a. «oe 
Le NA itty Tee S 4 re 
i Se ‘ sg S 
sf oy ake! “te ae a AE ag 
Sg oe >; 
aA gg Co 
2 ey + " 
Sea wked ae: 
] a ee woe Se wg 
i ge ie Ce nee 
‘ 
é 
n 
¥ 
a - 
See 
ee ; i 
Rate iss 
of able 
d a 
. De se 
5 one 
| oe 
mot ae 
eae ee 
eet 
yut mee 
} | = yee ‘ 
ear 
irs } 
ite Aisiice 
eo ee 
ie int 
ly § = 
Bi 
lal 
ng | 
nd ee | ah 
nd ee 
* ROS 
at stn 
e- bali 
‘el ane 
n We a 
r- } : 
se. 3 ; 
} ae i 
_ ae 
ee 
e oe 
Pi ae: 
ia i ae : 4 
it Seti Ste 
ar Saws ia 
a ee 
Bee ee. 
faire ie 
, o Pe | i si 
re ie ae te 
ean 
l- git 
ot eae pers 
vie Deas 
aS Sgt 
orn 
+ : 
ire Ee, 
Patten! Oe i 
PE ily: 
spies, ca ae 
eat eee 
tee ee 
hale as 
sok w Ete 
Ry ee 
Ser eaanee 
een ay 
ie ee 
eres? 
ees 
paid, 
| ee 
| ee ee oe 
Shae terbir 
Mites 5: 
ERIE PRG: 
nee 
| ‘ace 
2 PSs ig 
ae. 
tc 
.. ae 
Bcd * 
ig 
: ees 
ae Re 
¥ Ser Alas 
po. ame rs 
Betis cae 
euclie ) ahaye 
| Co ye” 
me Peel 
peat Sot ies 
ty Fe Sony 
, Rime: 
*, ‘ : mee j 
“ ¥ 4 . i : , ; > Mere a 
af oe Se ae : ; Ran 8s Re OR et \ Sat est " : a rus & 2 * z i > 5 ‘ a f Seed se Kaas ais 4 ar SS ok a hei gy “ee ‘4 : ae era 2 
i ia Re ¢ =a ‘ a ee es 2 y _ ? : e é ‘ . , ue 4 y-¥ : Renee é r Ne i4 Pe i : 
e a aT eagle ae : eats ‘ £ grhe é * F La ses j Y! - 7 ’ ; hi’ % a ‘ : a ge tz B- Fi oy tee 
RAD Ease Se: ee ee bre es aye : Le ee be OE 4 at a2 "4 ya Ce , “ a 3 ty: bY ers, i i . a 5 oF ; : nA 
SME, RMS a Bo aa CN Me ES OA ath eer cee VN Foe Cee ED puede Tp eg ae Pees oe ee ea Bay Sn EN ke ATS ot Oe ELE ; ery. Pray As nee ge Re SUNS Pes ae ‘ ay Garay 
at a we TORS TL Sepik BP Se Pa ere heh ant ‘ d shy Bs aoe : ez Bid Dad Oe Ween S, Saved De eary SY Hn Reh Sah 1 ay ax OCR Cia iy Sa ba PP eS Ne rt Ie ASV NR LF Or aR och aa? Seiya Silene emastar ghee a SP ie a 


Joins Hutchins Advertising 

_ Ray M. Small Jr., formerly as- 
sistant theater editor and feature 
writer for the Rochester Times- 


Union, has joined Hutchins Ad-. 


Ward M. Canaday, a veteran ad- 


vertising Co., Rochester, as an as- man, auto maker and upper level 


sistant account executive. 


McClure to KROD-TV, El Paso 


_Ken McClure, formerly promo- 
tion manager of WAYS, Charlotte, 


|financial wizard, has a flair for 


doing the unorthodox and the un- 


expected. This frequently leaves) 


|his competitors set for a bunt just 
| as he has figured out how to smash 


N. C., has been appointed promo- a drive over the center-field wall. 


tion manager of KROD-TV, El) 


Paso. 
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Following his own system, he 
rescued a floundering auto firm, 
|turned out two radically different 
| models, then used a high brow ap- 
proach to sell a low brow car. His 
success may be judged from the 
recent sale of Willys-Overland to 
| Kaiser-Frazer Corp. for a reported 
| $62,300,000. 
|# Although highly intuitive, the 67- 
year-old partner in Canaday, Ewell 
|& Thurber is a man well-fortified 
by facts. When he dreams up an 
idea, forms an opinion or makes a 
decision, you can be pretty sure 
that facts and figures played an 
important part in the process. He 
‘also studies people, what they like, 
why they gripe and the nature of 
the food that feeds their dreams. 

And when he sometimes gets im- 
patient with people or “needles” 
them without serious provocation, 


it’s because he’s a prime mover of 


men who realizes that men, as a 
general run, need priming. 


= Last fall, as president and board 
chairman of pre-merger Willys- 
Overland, he made a decision that 
caused many people to wonder if 
he had gone soft and sentimental. 
| This decision was that the com- 


KI 


You hear a lot these days about 
the “Marketing Revolution” and 
the swing to automatic selling. 
Like thousands of other business- 
men, you may be worried about 
the future of your business in 
these days of jungle warfare for 
the consumer's dollar, and won- 
der how you can cut through this 
era of “lazy selling” and hammer 
out your niche in the market 
place and get your share without 
sinking a fortune into national 
advertising. 

In all the tumult and shouting 
many manufacturers have made 
their own “Marketing Revolu- 
tion” by turning to Direct Selling. 
They have quietly by-passed 
sluggish wholesalers and dis- 
interested retailers, and recruited 
armies of ambitious, aggressive, 
on-the-job independent salesmen 
and saleswomen who demon- 
strate and sell their products and 
services right before the eyes of 
customers. Many have rolled up 


women... 
direct! ... 


Address Dey. A 


Lazy Wholesale-Retail Marketing 


GOOD-BYE 


Here’s the Sensible Solution 
to the Distribution Nightmare 
Plaguing Manufacturers Today 


Get the full story today—no obligation 


Opportunity Magazine is the pioneer publication serving 

more than 300,000 active independent salesmen and sales- 
ready to sell your product and your service 

at their own expense! f 

booklet that shows how to build nationwide sales volume 

at low cost. write for full details today on your letterhead. 
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annual sales in the millions, 
achieved nation-wide distribu- 
tion overnight, made boom-time 
profits .. . all without spending 
huge sums to capture illusive 
consumer good will, without 
courting wholesalers and re- 
tailers, without fighting franti- 
cally for counter and floor space. 

Take a look at Direct Selling! 
If yours is an old business losing 
its grip on the market and won- 
dering what to do next... if 
yours is a small business which 
cannot hope to compete success- 
fully with the giants... if yours 
is a new product or service 
backed by big ambitions but 
small capital . . . take a look at 
Direct Selling! 

You may be amazed and de- 
lighted to discover that Direct 
Selling is the short cut you're 
looking for to quick, pin-point, 
48-state distribution at low 
cost... with assured profitable 
volume in the first years. 


‘or free copy, and proof- 


SALESMAN’S 


You Ought to Know e eWardCanaday 


pany should sponsor the Sunday 
afternoon broaccasts of the New 
York Philharmonic symphony, 
then aired sust: ining by CBS. 
His critics thought that the show 
had too much class to be used to 
promote the new Aero Willys, an 
economy-market automobile. Mr. 
Canaday, however, had great faith 
in “the association of ideas.” 

If the program offered good mu- 
sic and he offered a good car, 
wasn’t it axiomatic that the car 
'would find wide acceptance on 
the same basis? He said yes, with 
$1,000,000. 


8 So, when sales boomed—sales 
that with certainty could be at- 
‘tributed to the broadcasts—Mr. 
_Canaday was not surprised. Mean- 
|while, the radio polls began to 
ishow what CBS called “an amaz- 


ing growth of the public’s appreci- | 


ation for ‘longhair’ music.” And 
the Willys-sponsored program, al- 
ready in high gear, moved quietly 
into a top slot, with the highest 
Sunday afternoon rating of any 
network program, and went on to 
win a Peabody Award. 


Mr. Canaday had carried his pro- 
gramming policy a step further. He 
signed a 26-week contract to make 
Willys the first commercial spon- 
sor of “Omnibus’—at a time when 
many regarded the telecast as per- 
haps a little too ultra. 

Still in the spirit of shrewd pub- 
lic service, Willys sponsored ABC’s 
radio and TV coverage of the 
Eisenhower inauguration and is 
bankrolling broadcasts of record- 
ings of international music festi- 
vals during the Philharmonic’s 
summer hiatus. 


s Ward Canaday was initiated into 
the advertising business as a space 
salesman for Munsey’s Magazine 

“I have been a salesman all my 
life,” he points out, “and it began 
with my peddling papers on the 
streets of New Castle, Ind.” New 
Castle was his home town and 
headquarters of the Hoosier Kitch- 
en Cabinet Co., of which he be- 
/came eastern sales agent in 1908. 
It was on this job that he devel- 
‘oped one of the first instalment 
_selling plans in America. And it 
|'was the originality and forceful- 
iness of his advertising copy for 
|Hoosier that caught the eye of 
John North Willys, who installed 
Mr. Canaday as advertising direc- 
tor of Willys-Overland. 


@ This was in 1916. The company 
had just introduced the Willys- 
Knight, and its total production 
was second only to that of Ford. 
| Distribution, however, was still a 
|major problem, and Mr. Canaday 
—even then a man to think big— 
became a pioneer in building a 
mass market through national ad- 
vertising. 

Then, in 1920, fortified by his 
instalment sales experience, he 
| set up one of the first applications 
of the principle to the auto busi- 
/ness. Through the power of adver- 
tising, plus plenty of good engi- 
neering, he made the company’s 
Whippet one of the most talked- 
about automobiles of the 1920s. 
More important, he made it a sales 
leader. 


@ Mr. Canaday’s leadership at 
Willys-Overland came with the 
depression-born troubles that sent 
many a company on the rocks. The 
firm finally went into receivership, 
John North Willys died, and in 
1936 Mr. Canaday moved into the 
_driver’s seat. 
His reorganization plan included 
production emphasis on a light- 
weight, low-cost car, and by 1940 
he had production and sales head- 
ing uphill. Part of this was due to 
one of the most unusual guarantees 
-ever offered in the automobile 
business: “Three years or 100,000 
‘ miles.” 


But long before the Peabody nod, | 


Advertising Age, June 1, 1953 


Canaday knows. But one thing 
seems pretty certain: He will do 
the unexpected. 


NiteKratt Appoints Fairfax 


NiteKraft Corp., New York, man- 
ufacturer of sleepingwear, has ap- 
pointed Fairfax Inc., New York, to 
handle its advertising. Advertising 
plans have not yet been announced. 
NiteKraft is a new advertiser. 


Wilson Resigns Account 

Wilson, Haight & Welch, Hart- 
ford agency, has resigned the ac- 
count of Consolidated Industries 
Inc., Cheshire, Conn., because of 
competitive conflicts with other 
| agency accounts. 


Ward Canaday 


The war saw a squat, square 
special-duty vehicle become known 
throughout the world as the Jeep. 
War and postwar production con- 
centrated on the utility line, unti! 
now Willys is the third largest ex- +4 pote 
porter of commercial vehicles in ; 
the world. 


AMBASSADOR 


/@ It was only last year that mB ! or lade yt rig) 
‘Willys re-entered the strictly pas- Motele-Gast & West 
_senger car field with its Aero. That |. 

it was a success was shown in de- : 
| mands for greater and greater vol- 
| ume production, a major reason for 


| the recent transfer of Willys-Over- 
land assets to K-F. 

Although offered the post of 
president and board chairman of 
the new Willys Motors Inc., Mr.| 


Tihs 3 


Canaday declined, “because I have nen sige ia ener 


ne 
Television and Radio 


Stump Kiom 


and THE BUTTERY 


definite obligations to the stock-| 
holders of Willys-Overland Motors | 
until all details of the transaction | 
are completed.” But he will con-| 
tinue to be associated with the 
Toledo auto-making firm as coun- 
sel and adviser. His ad agency, 
Canaday, Ewell & Thurber, will 
continue to handle the Willys Mo- 
tors account. 

Whether the future holds more 
ads of the new economy car sidling 
up to a twin-stacked Caddie, only 


’ ° r 
You re Jnuiled — 


to learn more about 


Advertising Requirements 
at the first 


Advertising Essentials Show 
June 9 and 10 * The Biltmore 
Booth #202... to the right as you enter 


ADVERTISING REQUIREMENTS is the new monthly 
magazine devoted solely to the production, promo- 
tion, art and merchandising phases of Advertising. 
If you are in any of these fields: 


Signs & Identification Materials 
Photoengraving & Platemaking 
Window & Store Displays 
Labeling & Packaging 
Typography & Layout 

Audio & Visual Aids 
Premiums, Prizes & Specialties 


Paper 

Radio & TV Production 
Printing & Binding 

Art & Photography 
Shows & Exhibits 
Direct Advertising 


buying OR selling, you should know more about AR, 
the magazine with Astonishing Response. 


Published by the publishers of ADVERTIS- 
| ING AGE and INDUSTRIAL MARKETING. 


Advertising Requirements 
Production « Promotion « Merchandising 


801 SECOND AVENUE 
NEW YORK 17 


200 E. ILLINOIS ST. 
CHICAGO 11 
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DETAILS OF PLANT OPERATION—These are three Harvey Machine 
Co. page ads which the Los Angeles company, largest independent 


aluminum fabricator 


, is running in Business Week. Hixson & Jor 


gensen handles the account. 


Gannett Boosts Duffy and 
DeLaney in Executive Shifts 


Gannett Newspapers will pro- 
mote two executives in June. Ward 
E. Duffy, associate editor of the 
Hartford Times, will take over as 
editor when Francis S. Murphy 
retires as editor and publisher aft- 
er 55 years of service. David R. 
Daniel, general manager, takes 
over as publisher. 

C. Glover DeLaney, general 
manager of WTHT, the Times 
station, is being promoted to head 
of Gannett’s radio and TV inter- 
ests, making his headquarters in 
Rochester. He succeeds Gunnar 
Wiig, retiring counsel for the 
group, which includes WHEC, Ro- 
chester; WDAN, Danville, IIL; 
WHDL, Olean, N. Y.; WENY, El- 
mira, N. Y., and WTHT, Hartford. 


Names Harold F. Stanfield 


General Beverages Ltd., Ottawa, 
producer of Donald Duck Cola and 
Donald Duck beverages, has ap- 
pointed the Montreal office of Har- 
old F. Stanfield Ltd. to direct its 
advertising. The agency will han- 
dle all media in Canada and east- 
ern U.S. 


Abernathy Named Sales Head 


_Roy Abernathy, formerly as- 
sistant general sales manager for 
Packard Motor Car Co., Detroit, 
has been appointed v.p. and gener- 
al sales manager of Kaiser-Frazer 
Sales Corp., Detroit. 


Beard to Jackson, Haerr 


Victor J. Beard, formerly with a, 
Peoria, Ill., agency, has joined the | 
art staff of the Peoria office of 
Jackson, Haerr, Peterson & Hall. 


7 Keys to Better Mail Service 
Told Sales Execs by Summerfield 


(Continued from Page 3) 
dollars annually. 

7. Establishment of “good public 
relations.” In this conection, Mr. 
Summerfield expressed belief in 
the saying that “next to doing the 
right thing, the most important 
thing is to let the public know you 
are doing the right thing.” 

The Postmaster General also de- 
clared that ‘“‘we shall recommend 
congressional action on subsidies 
and free services, increases in 
rates, and flexibility in our ap- 
propriation to permit more effec- 
tive management controls.” 


s Mr. Summerfield said that in the 
past 90 days he has found that his 
department “has no adequate em- 
ploye training program,” and that 
its personnel administration is 
largely limited to routine record- 
keeping which “is not uniform or 
accurate.” 

A third major finding, he added, 
“is that maintenance of good re- 
lations with the public has been 
woefully neglected. No consistent 
program has been followed where- 
by the people have been given full 
information on policies and proce- 
dures of the department.” 

“We realize, too,” he continued, 
“that serious irregularities in some 
major post offices give evidence 


True Story Women’s Group Challenges You... 


Knock On Ally Door 


in a wage 


Chances are 1 to 4 yo 


earner neighborhood 


u'll find at least one 


major appliance bought during the past year 


That's natural. Wage earners 


today have more money to 


spend than ever before. They're spending it, too! Big! 


Chances are 1 to 2 you'll 


find at least one reader 


of a great True Story Women’s Group magazine 


That's natural, too! For almost 35 years Macfadden has 


studied ... surveyed... serve 


d wage earners exclusively 


AS NO OTHER MEDIA HAS! Every story, every article, 
every feature in True Story Women’s Group magazines is 
edited for wage earners—catering to their tastes, their 
needs, their judgment of what makes good reading. 


If it's wage earners 


you want, turn to 


the market place of wage earner America! 


MACFADDEN PUBLICATIONS + 205 EAST 42 STREET, NEW YORK, N. Y. 


of the increasing lack of mana- 


gerial control and further threaten | 
the morale of postal employes. | 


These irregularities, too, have an 
adverse effect on the confidence of 
the public. It has, in fact, become 
a popular pastime over the coun- 
try to exaggerate service lapses 
and ridicule the postal establish- 
ment. We intend that that shall 
change.” 


s Pointing out that the Post Office 
is losing money at the rate of a- 
bout $2,000,000 a day, Mr. Sum- 
merfield declared that the esti- 
mated deficit for 1954 would result 
partly from “the straitjacket of a 
budget” prepared by the Demo- 
cratic administration. He said the 
Republicans “at this late date” 
could not correct “many inherent 
weaknesses in this budget.” 

Mr. Summerfield put the deficit 
for the fiscal year ending June 30, 
1954, at an estimated $596,700,000. 
He called this “deplorable” but 
“still almost $150,000,000 less than 
the estimate submitted last Sept. 
12 by our predecessors.” 

The estimated deficit for the 
year ending June 30, he said, “is 
$642,000,000, while the deficit for 
the fiscal year of 1952 was $727,- 
000,000, an alltime high.” 


_Matlack Forms Promotion Co. 


Jack Matlack, formerly general 
manager for J. J. Parker Theaters, 
Portland, Ore., has organized a 
new business to handle civic, in- 
dustrial and commercial promo- 
tions. To be known as Jack Mat- 
lack Promotion, offices will be in 
the Times Bldg., Portland. 


Joins Sherman & Marquette 
William R. Hillenbrand, former- 
ly with Procter & Gamble Co., Cin- 
cinnati, has been elected a v.p. of 
Sherman & Marquette, New York. 


ELMER of 


GWE - 


ENTER ELMER—Instead of Cascophen, the 

chemical division of Borden Co., New York, 

is now calling its glue product Elmer's 

waterproof glue. A new label and five 
con sizes go with the new nome. 
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Here Are Our April Records: 


Total Advertising Lineage . . 


3,654,742 


Total Advertising Lineage Gain ... 


287,056 


General Advertising Lineage Gain ... 


131,404 


Total Advertising Lineage Gain for 
Jan., Feb., March and April 


673,442 


These two modern newspapers are working morn- 
ing, noon and night to cover Virginia's Master 
Key Market for you—Mlr. Advertiser. 
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Are they marrying younger? Will they work after marriage? 
What gifts have they received? What products are they buying 
for their homes? What kind of customers will they make? 


McCall’s has just completed extensive research* on brides 
. . . knows how they live, what they buy, and why. June 
McCall’s devotes 33 pages to them. 


This is the kind of thorough, first-hand knowledge of 
women and their problems that has attracted over half a 
million more women to McCall’s in the past two years. 


In the second half of 1952, McCall’s sold an average of 


580,588 more copies per issue than in the second half of 1950. 
McCall’s circulation is now over 4,570,000 (1st Quarter 1953, 
Pub. Est.). 


All this means extra power for McCall's advertisers . . . just 
as McCall’s service material provides the ideal background 
for their products. 


You ought to take advantage of it. 


*McCall’s put its findings in three booklets: “What Every Advertiser 
Should Know About Brides;” “1000 Brides;” “At Home With Young 
American Brides.” For your free copies simply write on your let- 
terhead to McCall’s Magazine, Dept. A., 230 Park Ave., N. Y. 17, N.Y. 


MeCalls 
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